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SCHACK’S WHIMSICAL LITTLE 


LAMBS say EASTER with a smile! 
(so do our Wacky Rabbits and dozens of 
other Bright New Specialty Numbers) 


See your Schack representative or write us direct; ask 
for a photo brochure of ‘‘Easter Lambs and Bunnies.” 


hath . INCORPORATED * 2516 WEST ARMITAGE AVE. « 
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The Best of 1960 


Winners of the 1960 International Display Contest are 
announced along with a 22-page photographic presentation 
of the winning displays in all of the 65 categories chosen 
from more than 4,000 entries . . . beginning on Page 12. 











Display Sketchbook By Gerard Boucher 
TOURING .. . Montgomery Ward, Wheaton Plaza, Maryland 
Display .. . on and off the record . 
Display Ideas Designed to SELL 

NADI Newgram 

IDEAS for Men's Wear 

Versatility at S & L, Sioux City, lowa 


Projections 


By Jim Kiley 
By Gabriel M. Valenti 
By Roger D. Anderson 


By Jan Ujlaki 
Having Budget Problems? See Your Phone Company 

The Display Parade By Al Couch 
Dial-a-fashion Display Units at Koret 

Display Bookshelf 

and we quote 

Coming Up! 

Reminiscing 


Display of the Month 
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THE COVER 

“For that ‘Number One’ Guy ...A 
Heart Full of Fashion," was the way Bob 
Cissell headlined this Valentine's display 
of men's shirts for Sater's, Evansville, 
Ind., shortly before leaving the display 
directorship of that store for the same 
position with Blach's, Birmingham, Ala., 
where he now holds forth . . . Sater's has 
the distinction of being a stepping stone 
used by several top displaymen during 
their rise to prominence. 


OUR NEXT ISSUE 


Higbee's, Cleveland, was the first of 
several key stores throughout the country 
to present the revolutionary "Rhapsody 
of Steel’ store-wide promotion in coop- 
eration with U. S. Steel last November 
. . « A special article will cover this 
event in the next issue . . . Don't miss it! 
Another outtsanding feature will be a 
presentation of exceptionally depart- 
mental interior displays of the past year, 
in keeping with increased reader interest 
in interior decor and styling . . . Also 
back will be our traditional extensive 
coverage of major display centers 
throughout the world. 


% 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U.S. funds by Internationa! 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 
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Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 








SST NM Oe” rn ere 


PERE SELLE IE TLIO EE GE 











What’s new in Mannequins 
for casual clothes, 
sports wear, intimate apparel? 
See our prophetic new show 


UT OF 
WORLD 


Mary Brosnan 
has surpassed herself... 
has produced 
the most individualistic, 
sensuous, exquisite figures 
ever sculptured 
for retailing! 


DEWNbiow banc, 


498 SEVENTH AVENUE 
NEW YORK 18 
Ralph W. Adler, president 
Mary Brosnan mannequins 

Durabelle mannequins ei’ 
Patina forms, Lumilite displayers 
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imaginative novelties = 
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CLASSIFICATIONS 


. Women's Dresses 

. Women's Blouses, Sweat- 
ers, Sportswear 

. Women's Coats, Suits 

. Furs 

. Bridal Displays 
Millinery 
Lingerie 

. Foundation Garments 

. Women's Shoes 
Women's Hosiery 

. Bags, Gloves, Accessories 

. Cosmetics, Perfumes 

. Women's Bathing Suits, 
Beach Wear 

. Women's Evening Wear 
Mother's Day Displays 

. Children's and Infants’ 
Wear 

. Teenage Apparel 
Men's Clothing 
Men's Shirts, Neckwear 
Men's Hats 
Men's Shoes 
Men's Robes, Pajamas, 
Underwear 
Men's Evening Wear 
Men's Sportswear, Bath- 
ing Suits 
Father's Day Displays 

. Yard Goods, Curtains, 
Draperies 
Notions 
Linens, Bedding 

. Furniture 
House Furnishings, Rugs 
Paints, Wallpaper 

. Jewely, Watches 

. China, Glassware, Silver- 
ware 

. Toys 
Luggage 

. Sporting Goods 

. Musical Instruments 
Phonographs, Records 
Radios, Television Sets 

. Office Equipment, Sup- 
plies 

. Books, Greeting Cards, 
Stationery 
Drugs 

. Groceries 

. Candy, Nuts 

. Liquor, Bottled Goods 

. Hardware, Garden Sup- 
plies 

. Auto Showrooms 
Major Appliances 
Minor Appliances 
Utility Service 
Bank, Savings Institution 
Photographic Equipment 

. Travel Displays 
Exhibit Booths 
Floots 

. Spring-Easter Promotions 

. Style Show Settings 

. Civic, Institutional 

. Thanksgiving, Independ- 
ence Day Displays 

. Special Event Promotions 

. Christmas Institutional 

. Christmas Merchandise 

. Christmas Interior 

. Christmas Exterior 
National Advertiser's 
Display Units 

. Miscellaneous 


Be among the 
first to enter... 
The New 1961 


International 


DISPLAY CONTES 


DISPLAY WORLD'S big contest for 1961 is now underway. Decide now to take 
part. There are 65 merchandise and service classifications, and every displayman 
is eligible for the plaques and medal awards. This Thirteenth International Display 
Contest — with 210 awards — will continue to prove an incentive to still better 
display throughout the world and to reward outstanding displaymen with tangible 
evidence of their ability. It is our belief that this recognition of meritorious work will 
benefit the entire profession, and we view it as one of our obligations to the field 
we serve. All displaymen are invited to participate. There are no restrictions. 


Top awards will be beautiful gold, silver and bronze plaques, and there will be gold, 
silver and bronze medals presented in each of 65 classifications covering every type 
of merchandise. In addition, a gold medal will be awarded each month for the best 
display entered in the contest during that month. Thus there will be a total of 


210 awards. 


Every displayman, no matter where, is invited to participate in this contest. There 
are no strings attached, no entry blanks, no slogan-writing; nothing is required but 
good displays. Read the rules carefully and get your entries started today .. . and 
keep them coming. The more entries submitted, the better your chances for 


international recognition. 








. Any displayman in the world may enter this con- 


test; it is mot necessary to be a subscriber to 
DISPLAY WORLD. 


. All entries must be of displays installed during 


the year 1961, except those 1960 displays received 
after the December 31, 1960, deadline. 


. Entry is by means of one or more unmounted 


black-and-white glossy photographs, preferably & 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 


. Each photograph must be clearly marked on the 


back with the name of the entrant, store, city, and 
contest classification: Example: “John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46.” 


. All entries become the property of DISPLAY 


WORLD 
All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 


. Entries may be submitted at any time. All entries 


received during a given month will be judged for 


the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 
than December 31, 1961. Entries received after this 
date will be entered automatically in the 1962 
contest. 


. The entry judged best in its classification will re- 


ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque 


q . 
. Each photograph entered will be eligible for only 


one classification. 


. Judging for the annual awards will be done’ by an 


outstanding board of well-known display authori-* 
ties. Their decisions will be final. 


. Judging for the monthly “Display of the Month”’ 


gold medal award will be done bythe editorial 
— of DISPLAY WORLD. Their decision will be 


nal, 
. In case of a tie, duplicate awards will be made. 











Mail Your Entries 


to Contest Editor 


DISPLAY WORLD 


Cincinnati 1, Ohio 


DISPLAY WORLD 








idea sparkers / children’s fantasies 


FREE! Please send me the new self- 
explanatory sample kit that contains 
various types of versatile and eco- 
nomical Upson Display Board. 





NAME 





COMPANY 





ADDRESS 





ciTy STATE 


The Upson Company, 711 Upson Point, Lockport, New York 


FEBRUARY, 1961 








your center for display industry information and assistance \ \ () ( | Al () 4 


.. . headquarters for locating supply sources . . . sponsors OF 


of June and December Market Weeks yearly. ) | c p | AY 
e NEXT CHRISTMAS SHOW 
June 25-29, 1961 — Chicago 


e NEXT SPRING SHOW 
Dec. 3-7, 1961 — New York City 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET AND SEVENTH AVENUE, NEW YORK I, N. Y. 
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TARNISH 
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Other Typical Installations: 


Avon Cosmetics 

Bullock’s 

Colonial Dames, Inc. 

Douglas Aviation 

Inglewood (Cal.) City Hall 
Lane Bryant 

Matthews Stores 

Jerry Rothschild 

Royal McBee 

Safeway Stores 

Standard Oil Co. 

Timely Stores (Mullen-Bluett) 
Vogue Shoes 1. REDUCES HEAT 


The First Name In SUN CONTROL 


Piatti Clete Lone 


(SINCE 1950) 
REDUCES HEAT and GLARE—CONTROLS FADE 


3 REASONS for Specitying PLASTIC GLASS TINT 


2. REDUCES GLARE 3. CONTROLS FADE 


In use by over a 
HALF-MILLION 
Stores, Offices and Factories 


Plastic Glass Tint creates a 
more comfortable atmos- 
phere in which to work by 
filtering out the sun's infra- 
red rays. This Miracle of 
the Plastic Industry pro- 
vides employees and cus- 
tomers greater comfort 
and increases efficiency of 
cooling system. 


Plastic Glass Tint is availa- 
ble in either completely 
transparent or special 
Frost colors, both types 
providing improved work- 
ing conditions in factories, 
offices or stores. 


With Plastic Glass Tint the 
sun's ultra violet rays are 
absorbed. While protect- 
ing merchandise and fur- 
nishiags against fading, it 
also tends to give added 
distinction. Cuts fading 
losses; lengthens ‘‘display 
cycle’ and life of interior 
fabrics and carpeting. 


CONTROL THE SUN with 


Piestie Class lid 


Write for name of supplier near you. 
(A few franchised territories still open) 


GUARANTEED 


NOT TO PEEL, 
CRACK, 
CHIP OR CRAZE 


ACORN ADVERTISERS, INC. 


1123 WEST CENTURY BLVD. LOS ANGELES 44, CALIF. 


ee SO eoudy 


ACORN ADVERTISERS, INC. DW-2 
1123 W. Century Bivd., Los Angeles 44, Calif. 


We want to know how to "Control the Sun with 
Plastic Glass Tint’’ 
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“4” ~BURLOOM 
ch 100% Carpet Rayon 
In 14 Attractive Colors! 


No. DF-292—Reinforced with heavy-weight burlap. Sized 
with latex for stiffness and anti-skid qualities. Non-ravelling 
edges lie flat. No color change after fadeometer test of 
over 100 hours. Please specify color and width of roll 
when ordering. 


Colors: Sky blue, royal blue, channel blue, leaf green, surf 
green, forest green, fern green, storm grey, black, grotto 
blue, sandalwood (rose color) and brazilwood (beige color). 
Rolls 54 in. wide, 3/16 in. thick, per square yard... .. $2.20 
Rolls 108 in. wide, 3/16 in. thick, per square yard $2.40 
Colors: Red and oriental red. 

Rolls 54 in. wide, 3/16 in. thick, per square yard _. $2.45 
Rolls 108 in. wide, 3/16 in. thick, per square yard $2.70 


For style shows, exhibits, fitting rooms and showrooms Swatches available upon request. For Convention Rental 
. . . in windows, on islands, platforms and turntables. Carpeting, write Burlington Mills Incorporated, Burling- 
Rolls are available in two widths: 54 inches or 108 ton, Wisc. 

inches, both 3/16 inch thick. 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. LOUIS 3, MISSOURI 











Attention DISPLAY MANUFACTURER!!! 


Our Hair-Raising Experience 


Can Be Your Crowning Glory 


Whether you are seeking the ultimate in realism or the mystical touch of fantasy 
for your mannequins or display figures, you will find SYN-PRO capable of 
untangling your hair problems. 

As a leading supplier of POLY-FIBE synthetic hair materials to both the display 
and doll industries, we are used to meeting the demands of even the most dis- 


criminating customers. We can meet your needs, too. 


For immediate consultation and quick action on your particular hair problem, 


write or phone SYN-PRO. 


S Y N “ r R O - In C. 
P.O. Box 169, Bay Ridge Road 


Annapolis, Maryland COlonial 3-3700 
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BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


e 268 Pages 


e More than 600 illustrations 
e Size 9 x 12 inches 


e Cloth bound 


e Now in third edition 
e Contains everything about Display 


—YOU MUST HAVE A COPY 
...to make your displays sell more goods faster 
... it's the kind of book you have been waiting for 
... it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


PRICE +10 POSTPAID 


immediate Delivery! 


Order Your Copy NOW! 
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Endorsed 
by the country's 
foremost display directors. 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invaluable 
reference work — in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. Display 
problems and their solutions are explained in detail. It gives display 
a scientific background to make the medium of display more powerful 
and effective. Study the partial list of contents and you will realize 
that this is a book you MUST have. Its value to you cannot be 
measured hy its reasonable cost. 


§ DISPLAY WORLD, Cincinnati 1, Ohio 


s C) Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 


NAME 
STREET 
CITY 








ZONE STATE 
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It would be rather presumptuous for DISPLAY WORLD to contend that 
the following 22 pages of photographs of winning displays in the 1960 
International Display Contest contain the absolutely finest displays 
created during this period. Certainly there are many displaymen 
deserving of recognition who did not enter their work in the contest. 


However, DISPLAY WORLD does maintain that within these pages will 
be found a valid cross section of the highest standards of display as 
accomplished throughout the world during 1960. This is a monumental 
task that will be of historical significance; and the credit goes to the 
more than 4,000 displaymen in practically every display-conscious country 


on the globe who participated. 
Now is the time for a little horn-blowing on the part of the 
winners. Don't let your laurels be obscured by modesty! In 


addition to personal acclaim, your employer and the entire profession 
and industry benefits from the wide-spread dissemination of your display 


achievements. 
Here is a list of possible ways in which you can secure the most 
publicity mileage from your success: 


1. Make sure your daily and community newspapers, radio and 
television stations know of your achievements. Work with your publicity 


department where possible. Also notify the editor of your store's 
house organ. 


2. Notify the department buyers of merchandise displayed in 


winning displays so that they can pass on the information to the 
manufacturers, who are very much interested in how their products are 


effectively displayed. 
5. Suggest an institutional direct mail piece or advertisement 


promoting display as the best free show available. People will make it a 
point to pay closer attention to your displays when they know that the 
displayman who created them has received international recognition. 


4. Arrange a display of your awards with photos of the displays 
that earned them in an entire window or at least a prominent shadow box. 


5. Let the sources of your display materials know that they 
contributed to the success of the winning displays. Possibly they will 
wish to provide their salesmen with copies of the winning displays as 
examples of how their products can be utilized to best advantage. 


6. Let your wife and children know about your success. Perhaps 
she'll have you talk to one of her clubs on display or you might be 
invited to speak to a group of students interested in display or 
retailing careers. 


7. Don't forget to acknowledge the assistance of other members of 
your display department and place the awards in a permanent location 
where they can be viewed as future incentives. 


These are only a few suggestions that come to mind at the moment: 
your publicity people will contribute others. (Please turn to page 48) 





add a living dimension to display 
lighting with exciting new... 








Lights! Action! Glamour! All the 


drama and pageantry of a show-world 


first-night when Scintillite 
spins its exciting light into action! 


Scintillite is new and different and cannot 
be compared with anything you’ve 
ever seen — anywhere! 


Rotating lights in white or color create 
dancing pin-points of light — moving 
shadows — bewitchingly sensational effects. 


You can use Scintillite for dozens of 
display ideas — create your own effects! 


Trade Show Displays 
Television 

In-Store Displays 
Stage Lighting 

Hotel Room Displays 
Show Windows 
Merchandise Displays 
Fair Displays 
Exposition Disp!ays 


Traveling Displays 














Museum Displays 


SEDO ORK IKK 



































SEE SCINTILLITE NOW 


eintilllite ORPORATION 


4117 West State Street Milwaukee 8, Wisconsin 


ask your jobber for a demonstration or write direct 


Vans 
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SECOND PLACE, No. 3, Women's Coats, 
Suits: By A. Van Hollander, Gimbel 
Brothers, Philadelphia. First Place 
display published on page 24 of 
May, 1960, issue, by Carl James, 
Mandel Brothers (now Weiboldt's), 
Chicago. 








For a Photographic 
Presentation of 
Other Winning Displays 
See the Following Pages. 
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FIRST PLACE, No. 28, Linens, Bedding: 
By Thomas 8B. Comerford, Lit 
Brothers, Philadelphia. 


- Payne 


1960 
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RESULTS 


Van Hollander and Comerford establish Philadelphia 
as display-minded city by taking second and third places 
respectively in 12th International Display Contest. . . 
Woodward & Lothrop’s display director repeats 1958 


performance .. . Others are close behind as entries 


exceed 4,000 


DISPLAY WORLD 
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FIRST PLACE, No. 20, Men's 
Hats: By George K. 
Payne, Woodward & Loth- 
rop, Washington, D. C. 


N ONE OF the closest contests in 

several years, George K. Payne, 

display director of Woodward & 
Lothrop, Washington, D. C., captures 
First Place in the Twelfth Annual In- 
ternational Display Contest sponsored 
by DISPLAY WORLD. _ The victor 
also took top honors in the 1958 contest 
and placed second in 1959. 

Philadelphia establishes itself as a 
citadel of display leadership by provid- 
ing both the Second and Third Place 
winners. Only 4 points behind Mr. 
Payne is A. Van Hollander, display di- 
rector of Gimbel Brothers, with 14 
points. Thomas B. Comerford, display 
director of Lit Brothers, is only one 
point behind Mr. Van Hollander. 

Points are awarded on the basis of 
three points for each first place, two 
points for each second place and one 
point for each third place in the 65 con- 
test categories. Gold, silver and bronze 
medals are awarded respectively in 
each category. First, Second and 
Third Place plaques go to the top three 
winners. 

To earn the Gold Plaque, Mr. Payne 
is awarded 4 firsts, 2 seconds and 2 
thirds for a total of 18 points. Mr. 
Van Hollander takes the Silver Plaque 
with 2 firsts and 4 seconds for 14 
points. Mr. Comerford wins the Bronze 
Plaque with his 2 firsts, 3 seconds and 
1 third, a total of 13 points. 

In close pursuit are three other top 
display directors, all with 12 points. 
They are: J. Howard Schneider, The 











(Please turn to next page) 


(right) 


FIRST PLACE, No. 55, Spring- 
Easter Promotions: By 
George K. Payne, Wood- 
word & Lothrop, Wash- 
ington, D. C. 


FEBRUARY, 1961 
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FIRST PLACE, No. 52, Travel Displays: By Gerald 
N. Kurtz, Metropolitan Travel Displays, Inc.., 
for Swissair, New York City. All figures, mov- 
ing arms and legs, are 5-feet-high and gaily 
painted, trimmed in sequins and foam plastic. 


(left) 


FIRST PLACE, No. 18, Men's Clothing: 
By Joe Kreis, Saks Fifth Avenue, 
Chicago. 


(Continued from preceding page) 
Crescent, Spokane, Wash., last year’s 
top winner; Herbert Schmeller, Kauf- 
hot A. G., Frankfurt-Main, Germany ; 
and Adrian Delsman, Famous-Barr, St. 
Louis. 

With 11 points is Waldemar Werner, 
Kaufhot A.G., Cologne—Hohe Strasse, 
Germany. Tied with 10 points are 
Julius E. Steinberg, Filene’s, Boston, 
and Joe Kreis, Saks Fifth Avenue, Chi- 
cago. Having 9 points are Joseph T. 
Sjursen, Frederick & Nelson, Seattle, 
Wash., and Paul Vogler, window dis- 
play manager, Lord & Taylor, New 
York City. 

A three-way tie with 8 points are 
frederick B. Asmussen, display con- 
troller, [he Myer Emporium, Mel- 
bourne, Australia; Peter Shyne, Sterl- 
ing Lindner, Cleveland, Ohio; and Miss 
Virginia Paxson, window display man- 
ager, Marshall Field, Chicago. 

With 7 points are E. R. Mitchell, 
Commonwealth Edison Company, Chi- 
cago; George W. Browne, Public Serv- 
ice KE. & G. Company, Newark, N. J.; 
and Emule F. Alline, Maison Blanche, 
New Orleans. 

The 17 top winners mentioned above 
receive only 166 of the 390 total points. 
The remaining 224 points are distrib- 
uted among an additional 90 display- 
men, for a total of 107 individual win- 
ners. 

The 1961 contest has been underway 
since January |. There are no rules or 
category changes from the 1960 con- 
test. These are listed on page 4 of this 
issue. 

Shown on the following pages are 
photos of the top displays in all cate- 
gories, providing a permanent record of 
some of the best professional displays 
of 1960. 


(left) 


FIRST PLACE, No. 57, Civic, Institution- 
al: By Julius E. Steinberg, Filene’s, 
Boston. Mannequins model replicas 
of inaugural ball gowns of the past 
in front of mural showing crowded 
ball scene. 


DISPLAY WORLD 





CONTEST WINNERS BY CATEGORIES 


No. 1, Women’s Dresses: first, Virginia Paxson, 
Marshall Field, Chicago; second, Julius E. Steinberg, 
Filene’s, Boston; third, Harald Ross, Kaufhof A.G., 
Kleve, Germany. 

No. 2, Women’s Blouses, Sweaters, Sportswear: 
first, David Dunay, Stern’s, New York City; second, 
Frederick B. Asmussen, The Myer Emporium, Mel- 
bourne, Australia; third, Erhard Wagner, Almacenes 
El Aguila, Barcelona, Spain. 

No. 3, Women’s Coats, Suits: first, Carl James, 
Weiboldt’s (formerly Mandel’s), Chicago; second, A. 
Van Hollander, Gimbel’s, Philadelphia; third, Hubert 
Fischer, Neckermann, Stuttgart, Germany. 

No. 4, Furs: first, Joseph T. Sjursen, Frederick & 
Nelson, Seattle; second, Adrian Delsman, Famous- 
Barr, St. Louis; third, Emile F. Alline, Maison 
Blanche, New Orleans. 

No. 5, Bridal Displays: first, Mr. Steinberg; 
second, Joe Kreis, Saks Fifth Avenue, Chicago; third, 
Peter Shyne, Sterling Lindner, Cleveland. 

No. 6, Millinery: first, Elmer C. Diehl, City of 
Paris, San Francisco; second, J. Howard Schneider, 
The Crescent, Spokane, Wash.; third, Mr. Alline. 

No. 7, Lingerie: first, Paul Vogler, Lord & Taylor, 
New York City; second, Thomas B. Comerford, Lit 
srothers, Philadelphia; third, Erich Pischel, Kaufhof 
A.G., Wurzburg, Germany. 

No. 8, Foundation Garments: first, Mr. Kreis; 
second, Mr. Hans Fuchs, Georg Volk K.G., Wurzburg, 
Germany ; third, Mr. Asmussen. 

No. 9, Women’s Shoes: first, Sidney Shneer, |. Mil- 
ler, New York City; second, Sollie White, Sommer 
& Kaufmann, San Francisco; third, Jerry Morgan, 
Delman’s, New York City. 

No. 10, Women’s Hosiery: first, Kent Bedient of 
Phoenix Hosiery Company for Bergdorf Goodman, 
New York City; second, George K. Payne, Woodward 
& Lothrop, Washington, D. C.; third, John H. Tum- 
minello, Stewart's, Baltimore. 

No. 11, Bags, Gloves, Accessories: first, Mr. Van 
Hollander; second,. Stanley Thompson, May Com- 
pany, Los Angeles; third, Jean James, Cambrai 
(Nord), France. 

No. 12, Cosmetics, Perfumes: first, Warren Mon- 
tel, Lanvin Parfums, Inc., New York City; second, 
Mike Allegro, Jon Pierre Cosmetics, New York City; 
third, Maurice James, A La Cave, Cambrai (Nord), 
'rance. 

No. 13, Women’s Bathing Suits, Beachwear: first, 
Mr. Delsman; second, Hans Erhardt, Jelmoli, Zurich, 
Switzerland; third, Milton Keller, Ransohoffs, San 
Francisco, 

No. 14, Women’s Evening Wear: first, Miss Pax- 
son; second, Anton Heller, B. Altman, New York 
City; third, A. M. Paulson, Meier & Frank, Salem, 
(Oregon. 

No. 15, Mother’s Day Displays: first, Mr. Shyne; 
second, Mr. Van Hollander; third, James F. Burn- 
side, Hochschild Kohn, Baltimore. 

(Continued on page 1/8) 


FEBRUARY, 1961 


{above} 


FIRST PLACE, No. 19, Men's Shirts, 
Neckwear: By Karl Weber, Passage- 
Kaufhaus, Saarbrucken, Germany. 


( below} 


FIRST PLACE, No. 8, Foundation Gar- 
ments: By Joe Kreis, Saks Fifth 
Avenue, Chicago. 








{above} 


FIRST PLACE, No. 36, Sport- 
ing Goods: By J. Howard 
Schneider, The Crescent, 
Spokane, Wash. 


{right} 


FIRST PLACE, No. 58, Thanks- 
giving, Independence Day 
Displays: By E. R. Mitchell, 
Commonwealth Edison 


Company, Chicago. 
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(left) 


FIRST PLACE, No. 31, Paints, 
Wallpaper: By B. D. Gold- 
brough, Taubmans (N.S. 
W.) Pty. Limited, St. 
Peters, New South Wales, 


Australia. 








(right) 


FIRST PLACE, No. 25, Father's 
Day Displays: By George 
K. Payne, Woodward & 
Lothrop, Washington, D.C. 











(left) 


SECOND PLACE, No. 2, Women's 
Blouses, Sweaters, Sportswear: By 


Frederick B. Asmussen, The Myer 


Emporium, Melbourne, Australia. 


Stucco walls and terracotta tiles of 
Spanish mission arches all in a buff 
pink, with palm and tropical plants. 
First place display by David Dunay, 
Stern's, New York City, was pub- 
lished on page 27 of October, 1960, 


issue. 


(below) 


FIRST PLACE, No. 54, Floats: 
By Hanns Wimmer, Kon- 
sumgenoffenschaft Rheydt, 
Rheydt, Germany. 
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(above) 


FIRST PLACE, No. 51, Photo- 
graphic Equipment: By 
Paul Garnier for Webb's 
Photo, San Jose, Calif. 


"eh", 





(Continued from page 15) 


No. 16, Children’s and Infants’ Wear: first, Mr. 
Vogler; second, Mr. Alline; third, Mr. Krets. 


No. 17, Teenage Apparel: first, Mr. Vogler ; second, 
E. L. Vollmer, Joseph Horne Company, Pittsburgh ; 
third, Emery Gregory, Neiman-Marcus, Houston, 


‘Texas. 


No. 18, Men’s Clothing: first, Mr. Kreis; second, 
Al Coffey, Whitehouse & Hardy, New York City; 
third, Herbert Schmeller, Kaufhof A.G., Frankfurt- 
Main, Germany. 

No. 19, Men’s Shirts, Neckwear: first, Karl Weber, 
Passage-Kaufhaus, Saarbrucken, Germany; second, 
Marvin H. Dorfmann, Dobbs at the Waldorf, New 
York City; third, Clement Kieffer, Kleinhans, But- 
falo, N. Y. 

No. 20, Men’s Hats: first, Mr. Payne; second, Mr. 
Dorfmann, Knox Hats, New York City; third, Mr. 
Sjursen. 

No. 21, Men’s Shoes: first, Mr. White; second, 
Marvin Sherman, Nordstrom’s, Seattle; third, Mr. 
Schneider. 

No. 22, Men’s Robes, Pajamas: first, Mr. Comer- 
ford; second, Mr. Delsman; third, Mr. Fuchs. 

No. 23, Men’s Evening Wear: first, ritz Bodden- 
berg, Kaufhof <A.G., Mulheim-Ruhr, Germany ; 
second, Mr. Dorfmann, Knox Hats; third, George 
Cooper, Dubbo, N.S.W., Australia. 

No. 24, Men’s Sportswear, Bathing Suits: first, 





(left) 


FIRST PLACE, No. 26, Yard Goods, 
Curtains, Draperies: By Helmut 
Weber, Indanthren-Haus, Munich, 


Germany. 


Waldemar Werner, Kaufhof A.G., Cologne-Hohe 
Strasse, Germany; second, Mr. Schneider; third, Mr. 
Sjursen. 

No. 25, Father’s Day Displays: first, Mr. Payne; 
second, Mr. Alline; third, John W. Nugent, May’s 
on the Heights, Cleveland. 

No. 26, Yard Goods, Curtains, Draperies: first, 
Helmut Weber, Indanthren-Haus, Munich, Germany ; 
second, Mr. Werner; third, Alfred Heinrich, Kaufhof 
A.G., Hanau, Germany. 

No. 27, Notions: first, Tom Booth, Frederick 
Corder Ltd., Ipswich, Suffolk, England; second, Mr. 
Fuchs ; third, A. Profitlich, Kaufhof A.G., Mainz, Ger- 
many. 


(left) 


FIRST PLACE, No. 5, Bridal Displays: 
By Julius E. Steinberg, Filene's, Bos- 


ton. 


No. 28, Linens, Bedding: first, Mr. Comerford, 
second, Mr. Schneider; third, Mr. Shyne. 

No. 29, Furniture: first, Mr. Schmeller; second, 
Mr. Sjursen; third, Mr. Asmussen. 

No. 30, House Furnishings: first, Mr. Schmeller ; 
second, Mr. Payne; third, Frederick A. Bower, Barker 
Bros., Los Angeles. 

No. 31, Paints, Wallpaper: first, B. D. Gold- 
brough, Taubmans, St. Peters, N.S.W., Australia; 
second, k. E. Cooper, Edwin Jones & Co., Ltd., 
Queens Way, Southampton, England; third, Herman 
Speyer, General Paint Company, New Westminster, 
B. C., Canada. 

No. 32, Jewelry, Watches: first, Gene Moore, Tit- 
fany’s, New York City; second, Jean James; third, 
Dwaine Meek, Lambert Bros., New York City. 

No. 33, China, Glassware, Silverware: first, Al 
Proom, Gump’s, San Francisco; second, Mr. Comer- 
ford; third, Mr. Payne. 

No. 34, Toys: first, Mr. Schmeller; second, Mr. 
Delsman;: third, Erich Freihoff, Kaufhof A.G., Lu- 
denscheid, Germany. 

No. 35, Luggage: first, Mr. Erhardt; second, Miss 
Paxson, third, Mr. Sjursen. 

No. 36, Sporting Goods: first, Mr. Schneider; 
second, Arthur Wood, V. L. & A., Abercrombie & 
Fitch, Chicago; third, Mr. Sjursen. 

No. 37, Musical Instruments, Phonographs, Rec- 
ords: first, Mr. Van Hollander; second, E. M. Mor- 
gan, Morgan Piano Company, Miami, Fla.; third, Mr. 
Speyer, Western Music, Vancouver, B. C., Canada. 

No. 38, Radios, Television Sets: first, Mr. Dels- 
man; second, Mr. Bower; third, Mr. Comertord. 

No. 39, Office Equipment, Supplies: first, Mr. 
Werner; second, Fritz Pahlke, Anker-Kaufstatte, 
Speyer-Rhein, Germany; third, Mr. Pischel. 

No. 40, Books, Greeting Cards, Stationery: first, 
Mr. Werner; second, Mr. Proom; third, Jerome 
Schwartz, Barnes & Noble, New York City. 

No. 41, Drugs: first, Pete for Displays, Terry 
Drugs, Leonia, N. J.; second, John S. Slowinski, 
srunswick Drug Store, Trenton, N. J.; third, Mar- 
cel Robin, Prisunic, Paris, France. 

No. 42, Groceries: first, D. G. Woods, Owen 
Owen Ltd., Coventry, England; second, Mr. Schmel- 
ler; third, Heinz Sittard, Kauthof A.G., Darmstadt, 
Germany. 

No. 43, Candy, Nuts: first, Herbert Fabini, Most- 
Susswaren, Hannover-Postfach, Germany; second, 
Mr. Van Hollander; third, Mr. Alline. 

No. 44, Liquor, Bottled Goods: first, Heinz Er- 
renst, Kaufhof A.G., Cologne-Nippes, Germany ; 
second, Karl Weber; third, Mr. Sittard. 

(Please turn to page 22) 


(right) 


FIRST PLACE, No. 56, Style Show Set- 
tings: By A. Linders, Le Grand 
Bazar, Liege, Belgium. Top photo 
shows complete runway which en- 
circles fall hunting scene, shown in 


detail in bottom photo. 
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(above) 


FIRST PLACE, No. 47, Major Appli- 
ances: By George W. Browne, Pub- 
lic Service E. & G. Company, New- 
ark, N. J. 





(right) 


FIRST PLACE, No. 27, Notions: 
By Tom Booth, Frederick 
Corder Ltd., Ipswich, Suf- 
folk, England. 


(left) 


FIRST PLACE, No. 37, Musical 
Instruments, Phonographs, 
Records: By A. Van Hol- 
lander, Gimbel Brothers, 
Philadelphia. 


(left) 


FIRST PLACE, No. 15, Mother's Day 
Displays: By Peter Shyne, Sterling 
Lindner, Cleveland, Ohio. "Mother 
... the exotic queen,” is the title of 
the one-from-a-series that included 
Mother in various roles. 





” 


ARPEGE» LANVIN- 


(right) 


FIRST PLACE, No. 12, Cosmetics, Per- 
fumes: By Warren Montel, Lanvin 
Parfums, Inc., New York City. The 
black and white photo certainly 
does not do justice to the collages 
of flowers and foliage in vivid colors, 
cut from silk, paper and fabrics and 
appliqued to a sheer oraanza back- 
ground. 


Aw Pp E ¢) F THE BEST PEREUME PARIS Has TO OFFER 


(left) 


FIRST PLACE, No. 48, Minor 
Appliances: By GC. D. 
McKenzie, Hoover Limited 
showroom, London, Eng- 


land. 


(below) 


FIRST PLACE, No. 60, Christmas In- 
stitutional: By Frederick B. As- 
mussen, The Myer Emporium, Mel- 
bourne, Australia. Figures were 
three-quarter life size, made of wire- 
netting with plaster heads. Cos- 
tumes were of paper and stiffened 
granite cloth and were finished with 
beautiful silks, rich braids and jewels. 
Camels were of papier mache, tex- 
tured with sawdust, and painted. 
Their saddle cloths were also richly 
decorated. 





(above) 


FIRST PLACE, No. 40, Books, Greeting 
Cards, Stationery: By Waldemar 
Werner, Kaufhof A. G., Cologne- 


Hohe Strasse, Germany. 


(left) 


FIRST PLACE, No. 13, Women's Bathing 
Suits, Beachwear: By Adrian Dels- 


man, Famous-Barr, St. Louis. 


(Continued from page !9) 


No. 45, Hardware, Garden Supplies: first, E. R. 
Mitchell, Commonwealth Edison, Chicago; second, 
Conley T. Wilson, Sears, Roebuck & Co., Danville, 
Va.; third, Mr. Sittard. 


No. 46, Auto Showrooms: first, Lloyd G. Constan- 
tine, for Casa De Cadillac, Sherman Oaks, Calif. ; 
second, Mr. Constantine, for Ogner Bros. Volks- 
wagen, Culver City, Calif.; third, Mr. Constantine, for 
Harry Apple Chrysler, Hollywood, Calif. 


No. 47, Major Appliances: first, George W. 
Browne, Public Service E. & G. Company, Newark, 
N. J.; second, Lonnie Hughes, Electric Power Board, 
Chattanooga, Tenn.; third, Mr. Mitchell. 


No. 48, Minor Appliances: first, G. D. McKenzie, 
U.K. Hoover Ltd., London, England; second, Mr. 
Browne; third, J. S. Dahlmann, Ohio Edison, Spring- 
held, Ohio. 


No. 49, Utility Service: first, Rosie McNees, Ohio 
sell Telephone Company, Dayton, Ohio; second, Mr. 
srowne; third, Cia. Cubana de Electricidad, Havana, 
Cuba. 

No. 50, Banks, Savings Institutions: first, Edward 
H. Lamprich, First National Bank, St. Louis; second, 
Tom Russel, Baker-Boyer National Bank, Walla 
Walla, Wash. ; third, Samuel C. Forsythe, The Frank- 
lin Savings Bank, New York City. 

No. 51, Photographic Equipment: ffirst, Paul 
Garnier, Webb’s Photo, San Jose, Calif.; second, Theo 
Albrecht, Kaufhof A.G., Mayen, Germany; third, 
Wilkie Wade, Carlson’s Photo Supply, Santa Monica, 
California. 


No. 52, Travel Displays: first, Gerald N. Kurtz, 
Metropolitan Travel Displays, New York City; 
second, Alex Kaufmann, Displaycraft, New York 
City; third, Ron Prybycien, Swiss National Tourist 
Office, New York City. 


No. 53, Exhibit Booths: first, Stefan Buzas, 
Council of Industrial Design, London, England; 
second, Virgil Elsner, Latham, Tyler, Jensen, Inc., 
Long Beach, Calif.; third, G. Mainwaring, British 
Van Heusen Company Ltd., London, England. 


(left) 


FIRST PLACE, No. 38, Radios, Television 
Sets: By Adrian Delsman, Famous- 
Barr, St. Louis. 





(right) 


FIRST PLACE, No. 24, Men's Sportswear, 
Bathing Suits: By Waldemar Wer- 
ner, Kaufhof A.G., Cologne-Hohe 


Strasse, Germany. 


No. 54, Floats: first, Hanns Wimmer, Konsumgen- 
offenschaft Rheydt, Rheydt, Germany; second, Mr. 
Wagener; third, Werner Hurtgen, Kaufhot A.G., 
Rheydt, Germany. 

No. 55, Spring-Easter Promotions: first, Mr. 


Payne; second, Mr. Van Hollander; third, Mr. As- 
mussen. 


No 56, Style Show Settings: first, A. Linders, Le 
Grand Bazar, Liege, Belgium; second, Mr. Steinberg ; 
third, Mr. Paulson. 


No. 57, Civic, Institutional: first, Mr. Steinberg; 
second, Dora Brahms, Jay Thorpe, New York City; 
third, R. P. Elfreth, Bowman & Co., Harrisburg, Pa. 

No. 58, Thanksgiving, Independence Day Dis- 


plays: first, Mr. Mitchell; second, Mr. Comerford; 
third, Mr. Alline. 


No. 59, Special Event Promotions: first, Mr. 
Payne; second, Mr. Shyne; third, Mr. Gregory. 


No. 60, Christmas Institutional: first, Mr. Asmus- 
sen; second Mr. Hughes; third, Mr. Gregory. 


No. 61, Christmas Merchandise: first, Mr. Kreis; 
second, Mr. Schneider; third, Raphael G. Nadeem, 
Snellenburg’s, Philadelphia. 


No. 62, Christmas Interior: first, interior display 
manager, Lord & Taylor, New York City; second, R. 
IL. McCorkle, Bamberger’s, Newark, N. J.; third, 
Robert E. Kenney, J. L. Hudson, Detroit. 


No. 63, Christmas Exterior: first, Mr. Wagner; 
second, Mr. Linders; third, Mr. Dunay. 


No. 64, National Advertiser’s Display Units: first, 
W. L. Stensgaard & Assoc., Inc., Chicago, for Var- 
sity-lown Clothes, Cincinnati; second, Arthur Bar- 
boro for Towle Silversmiths, Newburyport, Mass.; 
third, Marler Haley Studios, Barnet, Hertshire, Eng- 
land, for Lotus Shoes. 


No. 65, Miscellaneous: first, Arthur Burke, Rem- 
ington Rand Electric Shavers, Bridgeport Conn.; 
second, Maria Teresa Fugger Crespi, Linea Montenap- 
oleone, Milan, Italy; third, Charles Berendt, Uhleman 
Optical Company, Chicago. 


(right) 


FIRST PLACE, No. 34, Toys: By Herbert 
Schmeller, Kaufhof A.G., Frankfurt- 


Main, Germany. 


(above) 


SECOND PLACE, No. I7, Teenage Ap- 
parel: By E. L. Vollmer, Joseph 
Horne Company, Pittsburgh. First 
place display by Paul Vogler, Lord 
& Taylor, New York City, published 
on page 39 of June, 1960, issue. 
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{ above) 


SECOND PLACE, No. 9, Women's Shoes: 
By Sollie White, Sommer & Kauf- 
mann, San Francisco. ‘We're pop- 
ping over our straw collection’’ was 
the copy reinforced by the use of 
popped popcorn, paper bags and 
popcorn poppers. Yellow lighting 
accented the straw coloring. First 
Place display by Sidney Shneer, |. 
Miller, New York City, published 
on page 3! of April, 1960, issue. 


(above) 


FIRST PLACE, No. 49, Utility 
Service: By Rosie McNees, 
Ohio Bell Telephone Com- 
pany, Dayton, Ohio. 


(left) 


FIRST PLACE, No. 10, Women's 
Hosiery: By Kent Bedient 
for Phoenix Hosiery Com- 
pany at Bergdorf-Good- 
man, New York City. 





DISPLAY WORLD 





{right} 


FIRST PLACE, No. I1, Bags, 
Gloves, Accessories: By A. 
Van Hollander, Gimbel 
Brothers, Philadelphia. 


(Below) 


FIRST PLACE, No. 64, National Adver- 
tiser's Display Units: By W. L. Stens- 
gaord & Associates, Inc., Chicago, 
for H. A. Seinsheimer Company, 
Cincinnati. This neat identifier for 
the Madisonaire division of Varsity- 
Town Clothes can be used in either 
windows or interior . . . Base is of 
oak in smart dark silver fox finish: 
upright and trim are brass plated; 
small sign on the post is clear plas- 
tic. 


( below) 


FIRST PLACE, No. 53, Exhibit Booths: 
By Stefan Buzas for Council of In- 
dustrial Design, London, England. 
This was the central feature of a 
furniture exhibition at Earl's Court. 
Its purpose was to show the best 
new ideas of British designers, man- 
ufacturers and students. 
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FEBRUARY, 1961 





(left) 


SECOND PLACE, No. 7, Lingerie: By 
Thomas B. Comerford, Lit Brothers, 
Philadelphia. First Place display by 
Paul Vogler, Lord & Taylor, New 
York City, published on page 16 


of January, 1961, issue. 


(left) 


FIRST PLACE, No. 41, Drugs: By Pete 
for Displays, freelance, Terry Drugs, 
Verona, N. J. 
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, : 28 ( Sere: FIRST PLACE, No. 42, Groceries: By D. 
detans GS. Woods, Owen Owen Ltd., Cov- 


oy 
| I's me maiares: entry, England. Photo shown is one 
ae | * from a series on the theme "Food 
WARlae® : 
Te. 


Hit Parade.” At center is simulated 
record player with canned goods 
revolving on turntable in place of 
record. Cutout black circles suggest 
records and hold other foods sus- 
pended in geometrical arrangement. 
Titles for each window are puns on 


common music terms or song titles. 








DISPLAY WORLD 





(right) 


SECOND PLACE, No. !, Women's 
Dresses: By Julius E. Steinberg, Fi- 
lene's, Boston. First Place display 
by Miss Virginia Paxson, Marshall 
Field, Chicago, was published on 
page 53 of the June, 1960, issue. 


(right) 


FIRST PLACE, No. 21, Men's 
Shoes: By Sollie White, 
Sommer & Kaufmann, San 


Francisco. 


{ right) 


FIRST PLACE, No. 33, China, Glassware, 
Silverware: By Al Proom, Gump's, 


San Francisco. Sketched flowers on 





walls and floor match pattern on 


china. 





(left) 


FIRST PLACE, No. 61, Christ- 
mas Merchandise: By Joe 
Kreis, Saks Fifth Avenue, 
Chicago. 


{ right) 


FIRST PLACE, No. 22, Men's 
Robes, Paiamas, Under- 
wear: By Thomas B. Com- 
erford, Lit Brothers, Phil- 
adelphia. 


(left) 


SECOND PLACE, No. 16, 
Children's and _ Infants’ 
Wear: By Emile F. Alline, 
Maison Blanche, New Or- 
leans. Photo of First Place 
display by Paul Vogler, 
Lord & Taylor, New York 


City, was published on 


page 28 of November, 
1960, issue. 





(right) 


FIRST PLACE, No. 30, House 
Furnishings, Rugs: By Her- 
bert Schmeller, Kaufhof 
A. G., Frankfurt - Main, 


Germany. 


(left) 


FIRST PLACE, No. 46, Auto 
Showrooms: By Lloyd G. 
Constantine, freelance for 
Casa De Cadillac, Sher- 
man Oaks, Calif. 


{ right) 


FIRST PLACE, No. 35, Lug- 





gage: By Hans Erhardt, 
Jelmoli, Zurich, Switzer- 
land. 





(left) 


~* 


‘Seinen guten Start fo: nn ot | FIRST PLACE, No. 39, Office 

4 a : carers Jahr Hi! A F | , Equipment, Supplies: By 
| Hale Waldemar Werner, Kauf- 

» << St ,f ye Saale a = : hof A.G., Cologne-Hohe 


Strasse, Germany. 
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{ right) 


FIRST PLACE, No. 43, Candy, 
Nuts: By Herbert Fabini, 
Most-Susswaren, Hann- 


over-Postfach, Germany. 


(left) 


FIRST PLACE, No. 4, Furs: By 
Joseph T. Sjursen, Freder- 
ick & Nelson, Seattle, 
Washington. 
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(above) (top right) 


SECOND PLACE, No. 32, Jewelry, FIRST PLACE, No. 44, Liquor, 
Watches: By Jean James, Cambrai Bottled Goods: By Heinz 
(Nord), France. First Place display Errenst, Kaufhof A.G.., 
by Gene Moore, Tiffany's, New Cologne-Nippes, Ger- 
York City, published on page 30 of many. (below) 


April, 1960, issue. FIRST PLACE, No. 63, Christmas Exterior: By Er- 
hard Wagner, Almacenes El Aguila, Bar- 
celona, Spain. Front creates cathedral sil- 
hovette. Doors concealing children's chorus 
open and close. When open, children with 


moving mouths are accompanied by pipe 
organ. When closed bells in belfry above 
play Christmas melodies. Lights change re- 
peatedly throughout sequence. All is manually 
operated by two employees on duty at all 


( below) 


FIRST PLACE, No. 45, Hardware, Gar- 
den Supplies: By E. R. Mitchell, 
Commonwealth Edison Company, 
Chicago. 











(above) 
FIRST PLACE, No. 6, Millinery: 
By Elmer C. Diehl, City of 


Paris, San Francisco. 


(right) 

FIRST PLACE, No. 59, Special 
Event Promotions: By 
George K. Payne, Wood- 
ward & Lothrop, Wash- 
ington, D.C. Three photos 








show (top to bottom) 
ledge, interior and win- 
dow display from Mardi 


Gras promotion. 


{ below) 
FIRST PLACE, No. 50, Banks, 


Savings Institutions: By 
Edward H. Lamprich, First 
National Bank, St. Louis. 








(right) 
FIRST PLACE, No. 65, Mis- 


cellaneous: By Arthur 


Burke, Remington Rand 


Electric Shavers, Bridge- 
port, Conn. 


( below) 


FIRST PLACE, No. 23, Men's 
Evening Wear: By Fritz 
Boddenberg, Kaufhof A. 
G., Mulheim-Ruhr, Ger- 


many. 


(below) 


FIRST PLACE, No. 29, Furni- 
ture: By Herbert Schmel- 
ler, Kaufhof, A. G., Frank- 


furt-Main, Germany. 





The Magic Wand... 


@e These cutout fairies with their magical wands 
are busy transforming these home fabrics (could 
be other furnishings, curtains, carpets, wall- 
paper, lamps or small furniture) into items you 
will want in your home. 





e The slogan could be: “A touch of the magic 
wand in your home.” 

















Spring in the Ajir . 





e An ancient cannon fires daisies into the air and their grace- 
fully curved trajectories are traced by plastered wire — or 
the daisies can be suspended from nylon thread. 





e Garments are displayed on the floor, seemingly in the path 
of the descending daisies. 


e This idea can be used with all sorts of merchandise from 
tood to jewelry. 











Spring Covers All... 


e A man in paper hanger’s outfit is shown pasting new wall- 
paper covered with a bright, colorful spring motif over the 
wall, which presents the dull and dead appearance of leafless 
trees and desolate landscape. 





There must be drastic contract between the new and old 
scenes. 
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This theme can be used to display all sorts of apparel, in- 
cluding children’s wear. 
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Birth of Spring .. . 


@ On the old dry tree stump appears some new 
spring flowers growing from the cracks and 
crevices. 


e Use a real tree, but gay and sophisticated 
flowers for contrast. 


e An adaptation of this idea can be used in good 
taste with even the most expensive fashions. 











DISPLAY WORLD 


? * ‘ 
x ta 


a : Mend. 





For Spring Re-decorating . . . 


@ One of the graceful French busts with arms is 
draped with modern wallpaper. 


e These rolls are attached to the walls and ceiling with 
the bust as the central focal point. 


e Accordian pleat the wallpaper so that it fits the 
contours of the figure and for the unique headdress. 


e Use paint cans, brushes and other do-it-yourself 
accessories on the floor. 











Spring in a Box... 


e From a huge hat box emerges a harle- 
quin figure holding a cluster of sticks 
in each hand. 


@ On the ends of the sticks are displayed 
new spring hats or possibly other acces- 7 es Spring Is for the Youngsters. . . 
— e Parents of the animal kingdom 
pose with their new spring off- 
spring to encourage people to 
present their youngsters in new 
finery. 





Use stuffed animals, toys or draw- 
ings to convey the idea. 


Use children’s clothing from crib 
to school age. 








An Idea Realized .. . 


“To See Spring Better,’ says the slogan 
as flower pots in various vivid and con- 
trasting colors wear new fashionable frames 
or sunglasses ... Imitation grass covers 
the floor and flowers made of plastered 
wire are appliqued to the black velvet- 
covered oval in the background ... They 
appeared in the window of a Parisian 
optical shop. 
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TOURING... 
Montgomery Ward 


Wheaton Plaza 
Maryland 


Interior by Welton Becket Associates, Los Angeles 
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(left) 
MONTGOMERY WARD INSIGNIA: A focal point for this 


department is created by the revolving, large, circular sign that 
prominently displays the Montgomery Ward modern insignia. This unit 
also serves as a display base for children's department mannequins, and 
creates a circular, yellow plastic-covered upholstered seat. The revolv- 
ing display is visible from all sides of the department and draws traffic 
to the central location. Notice how the main aisle carries a warm 
floor stripe in pebble, yellow, brown and white vinyl subtly directing the 
traffic on the selling floor. Children's and hard-line departments are 
separated in the rear by divided wall panels. 


(left) 
FURNITURE: The same distinguishing motif of arched wooden frames 


is used for heavy merchandise, such as furniture, as well as the fashion 
department of this store. This thematic idea gives a pleasant appear- 
ance, creates a means of focusing attention on specialized displays and 
utilizes overhead space to break up the areas of the selling floor. As 
used in this department, they create room group settings for more ef- 
fective, coordinate selling of furniture and furnishings. Each setting is 
placed before a separate, beautiful panel covered with wallpaper in a 
white molded frame. One of these archways (central) is open into 
the nearby Decorators Shop, also shown here. The floor is carpeted 
appropriately for a furniture floor. 





(bottom left) 


FASHIONS: Simple, well organized, attractive, neatly planned to 
show merchandise in open spaces, with wide aisles, convenient for self- 
selection are fashion departments of this exciting new Montgomery 
Ward store. The gold-paper rear wall creates a charming foyer for the 
department, with four mannequins posed on low platforms to achieve 
a smart decor. On this paper wall are designs of suggested arches and 
the word “Fashions,” spelled out in white wire. The unit, running from 
the column at left, has a central gold paper-covered divididing wall, 
with racks on each side. The white wooden dowel panel and a plastic 
laminate-covered platform create display space. Gold tipped upright 
white metal channel supports add a smart touch. This unit serves to 
separate various sections of the fashion floor, while open standing, free 
form display units show the assortments of merchandise for convenient 
self-selection. 





—Photos courtesy Retail Reporting Bureau, 10! Fifth avenue, New York 
City, publishers of window and interior display reporting services— 





(bottom right, opposite page) 


SPORTING GOODS: Daylight fluorescent lighting bathes this sec- 
tion of the store in white lighting making it prominently visible through- 
out this floor and attracting customers to it. Thus lighting serves as a 
media of increasing traffic and stimulating sales. The colors of the 
decor, the exciting white frame yellow panels on top of the half wails 
attached to the ceiling carry modern decorative designs of the mer- 
chandise shown in the particular section, providing a most attractive 
device to win attention and create a pleasant shopping atmosphere. 
Display of merchandise has been carefully handled with each item 
allocated to its proper display area for greatest visibility and to encour- 
age self-selection. Pins in the perforated board wall panels hold ad- 
justable brackets on keyhole strips so that the merchandise can be well 
planned and well displayed. 


(right) 
MEN'S WEAR: There is a virile atmosphere, but not a sombre one in 


this men's wear department. It is created with the use of lined, tongue 
and grooved, weathered panels that cover the light troughs and are 
suspended from pale red supports that simulate steel beams. The bright 
red upper paneling, skillfully enlivened with white block letters, fashion 
sketches in white wire frames and white blocks carrying a Montgomery 
Ward logotype, make this department conspicuous from any place on 
the selling floor. Yet selling is not neglected; it is enhanced with ample 
racks and ample merchandise display areas. 


(right) 


JEWELRY: Here is another example of the excellent, attractive design 
that has been created to make this a most distinctive store. The decor 
wins attention, creates a pleasant shopping atmosphere, shows merchan- 
dise attractively, and encourages sales. This shop, located by the es- 
calators at an important traffic point, features better jewelry, clocks, 
etc. Its yellow painted walls are trimmed with white shelves and white 
wooden overhead archways that command attention. The gold lettered 
sign spelling out the word ‘Jewelry’’ has a unique, giant diamond, made 
of metal foil, as an eye-catcher. Notice the free hanging shelves, the 
open panels, plus, of course, the enclosed, flat top cases for fine 
quality merchandise. 


(bottom right) 


TV & HI Fl: The arched wooden, floating canopy ceiling and the 
wooden, white panels create a strong, central, focal section on this 
selling floor, used for the display and promotion of TV sets. In the rear 
are listening rooms for phonographs, each room enclosed in glass. The 
floor is carpeted in a tangerine shade, while columns and walls are 
covered in a dark tangerine paper. Wood paneling covers the glass 
windowed listening rooms in the rear. The main aisle across the fore- 
ground is covered in vinyl tile, striped in black, running along the length 
of the store, directing traffic from one section to another. Notice also 
the displayers at right for the sale of records. 


(below) 
DECORATORS SHOP: Want an idea how to show and display wall- 


papers, fabrics or other flat materials? Here it is. Slideable panels 
set into an archway show an assortment of wallpapers in a “salon” 
setting, quite different from the usual shop. This is a decorators shop 
where customers can consult about decorating plans and ideas. A 
simple, attractively presented, intimate living room setting is appro- 
priate for a modern store seeking to achieve a style and modern 
image. 
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—Vacationing at Palm Beach, Fia., on their 43rd 

wedding anniversary were Mr. and Mrs. W. L. 

Stensgoard . . . He is a principal of W. L. Stens- 

goard & Associates, Inc., Chicago display manv- 
facturer— 





Photographs for this page are al- 
ways welcome, the more informal 
the better. Address them to Editor, 
DISPLAY WORLD, Cincinnati |. 








—For the part he played as display con- 
sultant during construction of Miami's 
Torch of Friendship, Maurey Ashmann 
(left), owner of Film Art Corp., Miami, 
received a certificate of appreciation from 
the Miami City Commission . . . Making 
the presentation is Miami City Manager 
M. L. Reese . . . Photo by Miami-Metro 
News Burecu— 


—Shown at work on their unusual 
animated Thanksgiving institutional 
display are members of the display 
department of Sisson's, Binghamton, 
N. Y. ... At left is Display Director 
Thomas J. Smith; center is Carlton 
Snyder, artist; at right is Dick De 
Orazio of the display staff . . . Photo 
is by Chenango Studios— 


—Visiting at the New York City showroom 
of American Fixture, Inc., recently was Mrs. 
Rose Van Sant, display director of all 
Lerner Shops, with headquarters in New 
York City ... With her is Ed Cranston, New 
York representative of the St. Louis firm. 


—Display directors of the Associated Merchandising 
Corporation are shown here during television tape 
demonstration staged by the Television Bureau of Ad- 
vertising at its New York headquarters . . . Frank 
Merklein of TvB (left) adjusts monitor . . . Group 
visited both TvB and NBC-TV studios as part of educa- 
tional session on television production techniques .. . 
This tour coincided with Spring Market Week in 
December— 





ee 





NOW! for Darling’s new 


FORMS AND MANNEQUINS CATALOGS! 


Each catalog a buyer’s guide to smart, up-to-the-minute ee —_ 


- » 


display techniques from -L. A. Darling — your 








one complete source for 
everything in display and 


w merchandising equipment! 


L.A. DARLING COMPANY, Dept. 109DW, Bronson, Michigan 
Please send the catalog(s) checked below. 
[_] Apparel! Forms, No. 525 [_] Masc-U-Line Men’s Mannequins, No. 440 


L.A.DARLING COMPANY a Spritely Kids Mannequins, No. 485 [] Mayfair Ladies Mannequins, No. 445 
= Teelat-telammsiletalior ta) 
Name 
NEW YORK CHICAGO LOS ANGELES 
47. W. 34th St. 222 W. Adams St. 1818 S. Flower St : Company 


Address 


> EERE 








ITS ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 

241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 
& DISPLAY MATERIALS 
For Windows and Interior Store Display 


& L. A. Darling Company 
yea sae Office and Showrooms 
ax 47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 





American Fashion Museum 
16 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period outfits 
to highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. R&R. D. G. A 


Decorative Creation & 
Art Flower Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Imported Novelties, Settings 


New Style Studie 
58 East Iith Street GR 5-3777 


HEADS, FORMS & MANNEQUINS 
Realistic, French, Period or Abstract 
Artistic Finishes 


MANNEQUIN REFINISHING 


NEW WORLD MFG. CORP. 


MANNEQUINS THAT MOVE MERCHANDISE 





27 BLEEKER ST. AL 4-8968 








American Fixture Inc. 
Visit our New York Showroom 
11 West 42nd Street Suite 1064, Salmon Tower Bidg. 


beau monde SOUTBERY BELLE mannequins 


and ali other display products 


TRIMLok STORE EQUIPMENT 


Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Arts & Flowers Displays, Inc. 
{Air Conditioned} 
43 West 5éth St. Cl 7-7610-11-12 
Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


MANIKINS 


15 W. 18th Ch 3-3626 





Austen Displays, Inc. 
133 West 19th St. WA 4-626! 
Outstanding Display Novelties in Paper, Wood 
and other meoterials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 


Mfgrs. & importers of Artificial Flowers 
Novelties & Natural Foliages 


Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 
Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 
Butler Paper Co., Inc. 


WORLD DISPLAY CENTER 
400 8th Ave. (30th St.) Ph. 212 LO 4-8178 


Headquarters for NEW IDEAS Made of 
Paper and Cardboard 
Open Saturdays 














The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 4-7165 

MANNEQUINS 


and Promotional Displays 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3840 
DESIGNERS & MANUFACTURERS 


OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 31st St. PE 6-0465 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 





Herzberg-Robbins, Ine. 
110 West 30th St. PE 6-3585-6-7 
New & Reconditioned 


MANIKINS 
WIGS — REPAIRS — RENTALS 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 
FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 


Madisonia Manikins, Inc. 
New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago — |! S. Desplaines — DEarborn 2-6818 
MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





Cc BF I ¢ Display Co. 

293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 
DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 
412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 





Louis Schneider Corp. 
& East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 


Tero, Inc. 
Factory and Showroom 
153 W. 23rd St. CH 2-7344 


Manufacturers of Finest Quality 
MANNEQUINS 











Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 


CUT CORNERS WITH CIRCLE 


Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 








Colonial Decorative Display Co.., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





Mileo Mannequins 
7 West 36th St. 
MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


WI 7-7618 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





DISPLAYS 
Your Budget is Our Business 
434 Sixth Ave. AL 43200 
DESIGNERS and MANUFACTURERS 





Save Time — 


Do Your Display Buying 


In New York City 





For Spring and Summer 


NEW 
YORK 


is ready to supply your every display need. The display 












industry in this great world display center is creative, 


diversified and prepared to furnish the decorative units and 





accessories to make your store a standout in your city. 


Consult these companies about your display problems. 





IT'S ALWAYS MARKET WEEK IN NEW YORK 








Display Ideas 
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Designed to SELL 


By JIM KILEY 


HAVE often felt that the average store 

places too much emphasis on soft line 

merchandise and not enough on hard line 
staples. Hard hnes are not affected so much 
by seasonal fashion changes and a check 
with your store departmental sales figures 
will reveal that many of the hard lines pro- 
vide more actual net profit. 

Most displaymen prefer to work with soft 
line fashion merchandise, and a good idea 
is to install some hard line store interior 
and window trims that will boost the sale 
of these big ticket items. 

How about a hand or power tool window 
showing a do-it-yourself home owner at 
work in his cellar workshop. A male manne- 
quin can be dressed in work clothes com- 
plete with a number of hand and floor 
power tools. 

An attractive rear wall faced with per- 
forated hard board can also be installed to 
feature a nice line of the advertised brand 
of hand tools. 

Such a trim will be a nice change of pace 
guaranteed to make your hardware buyer 
happy and, what is more important, it will 
help sell the lines. 

For the past five years the writer has 
specialized in designing store fixture lay- 
outs and feature displays for building mate- 
rials and hard line stores, and it IS possible 
to inject an equal amount of eye appeal and 
SELL into them, 

Hardware, garden supplies, paints, hand 
and power tools are now being sold on a 
SELF-SELECTION basis like in a super 
food market. You will note that I do not 
use the words SELF-SERVICE, as this 
type of retail operation is still confined to 
the super markets. Trained salesmen will 
always be required to answer questions and 
to trade-up whenever possible in these stores 
or departments. 

This scale fixture plan was specially de- 
signed for a fine new sporting goods store 
in San Mateo, Calif. and it embodies SELF- 
SELECTION complete with a store en- 
trance area check-out. To make it possible 
to explain all the various features in these 
plans I use small code letters as it is not 
always possible for me to visit the sites. 

(SU) This is the check-out cashier unit 
composed of flexible units; one front low 
feature display base, one side wrap counter 
and another side display counter. The front 
unit (S) is a show case. I usually suspend 
a large inside lighted CASHIER sign over 
these units on lengths of chain secured to 
the ceiling. 

Note the rear gun department and how one 
of the feature end bases, indicated by the 
large black arrow next to the check-out, is 
used for a lead-in gun display. It is always 
good display and merchandising to install a 
few of these spot displays away from the 
actual department locations. 

The other arrow shows another feature 
gun display on which a hunting jacket, de- 
coys, and eye-catching seasonal decorations 
can be installed. 
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(G) These are ali set-up shelf gondola 
units and all the hundreds of items must be 
priced that are open displayed on them; this 
will assure the maximum of customer selec- 
tion. It should never be necessary for a cus- 
tomer to locate a salesman to ask a price. 

(P) This code letter indicates how numer- 
ous feature end displays have been estab- 
lished throughout the entire store and they 
prove to be excellent silent salesmen. 

Note how the rows of (G) gondola units 
have been purposely placed at an angle to 
STEER the customer traffic into the rear 
corner big ticket gun department. 

It is also good planning to display “re- 
lated” items together and this is the reason 
why the (R) racks for the hunting jackets 
and coats are located immediately adjacent 
to the gun section. 

This also applies to the low bases on which 
all the camping equipment and supplies are 
displayed. 

Adequate width aisles are most important 
as they assure a free flow of customer traffic 
throughout the store; the following code 
letters indicate the suitable widths that were 
carefully established; (A) (B) (C) (D) (E) 
(F) (I) and (J). 

(K) These are all low bases built in sep- 
arate flexible sections and the side walls up 
over them are all faced with %-inch per- 
forated hard board. Where it is necessary 
to install plywood shelves that will be re- 
quired to carry extra heavy loads, 7-foot 
metal slotted standards are attached along 
the walls on 30-inch centers. The shelves 
can then be supported on heavy duty metal 
brackets. Special canopy brackets are also 
used so that the over-fixture fluorescent light 
strip can be installed all around the store. 

Nothing can do more to dress up a store 
hard line department and wood cut-out 
letters can be attached along the strip to 
identify the various sections of the store. 

Some of the light will reflect up onto 
the wall over the fixtures making an attrac- 
tive halo, and I usually install eye-catching 
art work panels or photo blow-ups to this 
upper wall area. 

Note the lounge complete with a huge cut 
stone fireplace. It will provide the salesmen 
with a place to take customers to wrap up 
a big sale. 

(EP) These are more low bases equipped 
with expansion poles that are used to carry 
large perforated hard board display panels 
and signs. 

The purpose of showing this scale lay-out 
was to point out some of the many features 
that you can possibly embody in your hard- 
ware and sporting goods department, when 
and if you plan a remodeling job. 

The drawings at the bottom of this page 
are all eye-catching metallic card cut-outs 
you can easily make in your shop and they 
will make ideal props for many of your 
summer bathing suit and “GOING PLACES” 
window displays. They can be made on a 
production basis by cutting out the traced 
designs on a pile of the foil covered sheets. 
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NRMA Convention: Retailing’s major 
event is on tap for the week of January 
8-12 at the Statler Hilton Hotel in New York 
City The roster of exhibitors includes eight 
NADI member firms. 

We will be exhibiting as an Association, 
for the first time, on an institutional basis. 
By participating in this outstanding exhi- 
bition, it is felt that we will have an oppor- 
tunity to increase management’s awareness 
of display’s role in the profit picture. 

In fact our exhibit, which took much time, 
effort and expense, is pegged to the profit 
potential in display. The exhibit, in creation 
and execution, is first rank. Time did not 
permit getting photos of the exhibit for this 
issue but, for next month you will be able 
to see something visual. 

Our copy line ran this way: 

RETAILING SERVES AMERICA 

DISPLAY SERVES RETAILING 

PLAN FOR PROFIT VIA... 

WINDOWS, PLATFORMS, COUNTERS, 

FIXTURES, SIGNS, FACADES ... 

THIS IS YOUR LIVING WHITE SPACE 

... USE IT TO ADVANTAGE ... 

SHOWING IS SELLNG ... 

DISPLAY SHOWS THE WAY... 

Then by the use of a scrim, the specifics 
of what display can do, highlighted by a 
battery of spots, were pinpointed. Very 
effective and, we expect, very beneficial for 
the industry. 


—NADI— 

NRMA-NADI Display Contest: National 
Retail Merchants Week, set for January 30- 
February 4, will be celebrated in one way 
by special windows devoted to portraying 
retailing’s role and contribution in the com- 
munity and economy. 

The NADI, in cooperation with the 
NRMA, will award a trophy to the store 
with the best window display and a special 
prize will be given to the display director 
of the winning store. 

There will be no restrictions on size or 
type of display, or treatment of the subject, 
provided that there is a direct tie-in with the 
Week. Emphasis can be on merchandise or 
can be institutional with focus on retailing’s 
function in the economy. 

To enter, send an 8” x 10” black and 
white, glossy photograph of the window dis- 
play, to E. F. Engle, NRMA, 100 W. 3lst 
Street, New York 1, N. Y. The contest 
closes March 1, 1961. 


—NADI— 


December Market: During the past month 
we have been receiving commentaries on our 
Spring Market from exhibitors and, with a 
good sampling of comments on hand, we 
are now able to report. 

It was felt by some that the Market, held 
this time during early December, should be 
scheduled for later in the month. A mid- 
December date would allow the exhibitors 
more “get-ready” time in the shift from 
Christmas lines to Spring lines. For the 
visiting displayman a later date would ena- 
ble him to view every Christmas display in 
New York City. Some of the spectacular 
windows are not unveiled until December 
10th and an early NADI Show and an early 
departure from the city makes it difficult 
to be present for the Fifth Avenue window 
premieres. 

We are negotiating at the present time 
with Trade Show Building management to 
get a more optimum date. 

On the business end, a sampling of the 
comments runs the gamut from not-so- 
bright to very bright. Based on a question- 
naire survey conducted among exhibitors, 
the edge goes to the bright side of the pic- 
ture. The majority of respondents said that 
they accomplished objectives either in busi- 
ness written or prospects in view. 

Attendance was up by 10% over the two 
previous December showings. Good weather 
during the entire Market helped bring out 
the trade from the New York region. 

Plans are now under consideration for the 
Christmas Market to be held in Chicago, 
June 25-29. We will have full details in 
the next newsletter. 


—NADI— 


NADI Survey: During November a sur- 
vey was conducted in connection with our 
Public Relations program among fifty-five 
department stores. Approximately half of 
the stores responded to the mailed ques- 
tionnaire. 

The results of the replies received are 
summarized in the following release sent to 
the trade and business press, which we pub- 
lish via our newsletter, just in case you 
missed seeing it during the busy holiday 
season. 

“Display is gaining increasing recognition 
from retailers for its value in spurring con- 
sumers to buy goods, according to a study 
just completed by the National Association 
of Display Industries. 

Retail stores in 1961 will allot about 18 


to 20 per cent of their promotional budgets 
to display, reports Gabriel M. Valenti, ex- 
ecutive director of NADI, national organ- 
ization of 145 leading display manufacturers. 

“This is significant”, says Mr. Valenti, 
“in view of the fact that retail top manage- 
ment is most anxious to cut operating costs 
wherever possible because of narrowing 
profit margins.” 

He pointed out that the 18 to 20 per cent 
average expenditure anticipated for 1961 
approximates the budget figures for 1960, 
and added: “It appears that even though 
there is this determined effort to fight rising 
operating costs, store managements realize 
that display is so valuable a sales builder it 
should not be reduced, in fact is being in- 
creased by the alert retailers.” 

Even before the survey was made, said 
Mr. Valenti, NADI was estimating that the 
display industry would see an increase of 
about 10-15 per cent in 1961. A big reason is 
business that will come from new stores and 
shopping centers. 

These are some of the results : 

1. The percentage of promotional money 
being spent on display range from a low of 
about 10 to about 25 per cent. 

2. In some cases, the expenditure for 
window displays runs about three times 
that for interior. However, other retailers 
report they are dividing their display budget 
50-50, exterior to interior. 

3. The display budgets will remain vir- 
tually the same in 1961. Only a few said 
they would vary the amount. 

4. Color is considered quite significant in 
overall display. Stores report that they 
must keep abreast of the fashion “trend 
colors,” in fact display now works closely 
with the fashion field in establishing pace- 
setting color trends. 

5. Most stores change their window dis- 
plays three or four times each month. The 
frequency with which they change interior 
displays varies considerably, depending on 
the size and type of store. A number of re- 
tailers report they modify the interior “look” 
once a month, others do it more frequently.” 


—-NADI— 


Open-To-Buy: L. Richoux Co. (London) 
Ltd., 32 Finsbury Square, London, England, 
is interested in the import of display lines 
into Great Britain. They are manufacturers 
and importers of display materials and 
equipment. If interested, write to them for 
further details. 
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—NADI— 

In-The-Mail: During the Christmas pe- 
riod, we received a card showing a display- 
man at work, circa 1880, on the face of the 
card, and on the inside this wonderful poem, 


— oe eee te would enjoy reading: = : a INCLUDING 
The trimmer, ’e’s the feller ' nnd ANNOUNCING NEW 


Wot runs the bloomin’ store: 


With blue an’ red an’ yeller 
"E makes it look galore. COLORS 
With a hammer whack, 
A pin an’ a tack, 
A pile o’ stuffs, 
Or silks or ruffs, 
Or a pail or pan, r CAMEO 


Or soap or bran, 


Or any old stock COLORS . VIOLET 
The store ’as got, 


? tan 


A picture’ ’e’ll make 


IN 
As ’ll take the cake: , \l.t vi “1 GOLD MIST 
"E makes a nickel ’kerchief Bu Oo 
Look worth a quarter, sure, $s . 
An’ shows a cut glass di’mond SEAMLE MISTY JADE 
So people think it’s pure. 
"E puts into ’is window all 
The goods ’is boss has buyed, 
An’ on ’em pins a sign that reads, 
“There's plenty more inside!” 
"E makes the folks all stop an’ look 
At somethin’ awful funny, 
An’ w’en they’re tired laughin’, 
Come in an’ spend their money. 
The men consult ‘im "bout the style 
In necktie, shirt or vest; 
The ladies asks what color 
Suits their complexions best. 
The clerks is proud to know ‘im 
W’en down the aisles he struts, 
There ain’t a person on the place 
A bigger figger cuts. ; se ill a ee OF 
An’ w’en ’e’s short o’ money . — ee = Available in the f 
The boss’ll give ‘im more, | = | x — 107 in. width a 12 yde eR b 2-4-6 
For the trimmer, ’e’s the feller | ie ee Shee her eke OO OMG, ES 
Wot runs the bloomin’ store! | os aii ps @ 107 in. width x 50 yds. m Sheets 26 in. x 40 in. 2 








Mazeski Joins 
J. M. Callan Company 

Walter A. Mazeski has joined the J. M. 
Callan Company, Chicago merchandising and 
point-of-sale agency, as a sales-design ex- 
ecutive, according to J. M. Callan, president. 
Mr. Mazeski, a design specialist in all phases 
of point-of-purchase display including lith- 


Dont Be Switched | _. INSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


— W. A. Mazeski — 


ography, cardboard, permanent and semi- 
permanent structural displays, as well as 
showroom, floor and window merchandising, 
has been affiliated with leading Chicago de- BULKLEY DUNTON & (0 INC 
sign organizations for more than 20 years. ad | S 
These include Carter & Galantin, Kling ; a 
Studios, Thomas A. Schutz, Capex Com- Bulkton Display Division 
pany, and Magill Weinsheimer. He is also 
a well-known Chicago fine artist. CORRY 2-8257 CORRY, PENNSYLVANIA 


Write for Free Color Card ... Jobber Inquiries Invited 
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for men’s wear 


Travel Idea: 


Normal travel clothes are arranged and grouped on the floor with 
the usual suitcases, etc. Difference suggested is: “Space Travel.” 
From colored card are cut various shapes which are pinned in half 
round positions on the back wall to represent a rocket and 
launching pad. 








Unusual Attraction: 


Layout is suitable for the new season’s sports trousers. Three 





sets of “legs” are situated in the sketched positions either sup- 
ported by wire or nylon thread or seated on small stools. No body 
is displayed but certainly the heads, suspended in the appropriate 
positions. Copy is printed on one long board which neatly covers 
the trouser waists. 

















= FRESH AS Spring Shirt Window: 








YY @ OAISY.. 





“Stay fresh as a Daisy” is the copy for this display of either 
sports on dress shirts. Cardboard or plastic daisies are arranged 
in the neck of every shirt to illustrate the theme. 











Fishing Scene: 





A spring atmosphere gained through crinkled blue and white 
cellophane covering the floor to represent water in conjunction fish: 
with a rough hewn wharf. Small accessories are placed on the ve “se | a 
cellophane while larger items are on the plank. One model holds a a= —— 
fishing rod through which runs a line, hook and sinker to a small 

hidden mdtor. This makes the hook rise and fall from floor 
to eye level. 
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Pirate Theme: 


Construct a floor to ceiling ships’ mast 
with three horizontal poles. On the very 
top waves a “Jolly Roger” pennant with 
the odd rope rigging. Items of clothing 
are draped over the cross pieces as well as 
on the floor. Copy suggested: “Sailing 
into Spring.” 


By ROGER D. ANDERSON 


“Dig Into Spring”: 





























A gardening theme that typifies Spring. Ordinary gardening tools plus watering can 


are arranged into the layout along with potted plants and packets of seeds. 
half-figures, potted plants are seen sprouting in place of heads. 











On the 
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YOUR DISPLAYS 


WITH LO AL OTA 
from the ceiling 
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and for your 
ANIMATED DISPLAYS 


AP OIE >. 
é . 
ee. y 


SERIES FB wet 
Enclosed Helical Ney 
gear motor—low | 
cost quiet opera- ‘§ 
tion. . 
Write for details. 


[] VUE-MORE TURNTABLES 
[] BREVEL MOTORS 


VUE-MORE CORPORATION 
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Yes, we're celebrating | 


65 years of building 
towards an increasing 
knowledge, increasing 
services, increasing 
understanding of 

the needs of our 


wonderful industry. 


We salute the NRMA, | 


celebrating its 
90th anniversary 


this year. 


RETAILING SERVES | 


AMERICA 


DISPLAY SERVES 


RETAILING 


DECORATIVE | 


PLANT CORP. 


136 West 24th St., N.Y. C., N.Y. | 




















tebe dobars Comment 


(Continued from page 10) 


Speaking of publicity, this statement 
appeared at the close of a publicity release 
recently announcing the fifth-place winner of a 
national display contest: "Mr. built the 
award winning.....display over a week-end, 
spending his lunch hours shopping for materials." 
Now, if that doesn't really take the cake! The 
firm thought enough of the winner and his winning 
display to send us a two-page news release, but 
didn't think enough of the project at the time of 


conception to allow him to do the work on company 
time. 


There is no substitute for seeing, feeling 
and using the real thing! That has been one of 
the main axioms of proponents of display, and it 
is one with which the U.S. Department of Commerce 
and its Office of International Trade Fairs are 
in complete agreement. 


Since 1954, this office has been telling 
the story of our free and competitive enterprise 
system and providing effective trade promotion 
cooperation to the peoples of the world by showing 
them the "real thing." For instance, during 1960, 
exhibits of U.S. consumer and industrial products 
and machinery have been shown in 12 foreign 
countries: India, Japan, Morocco, Italy, Poland, 
Turkey, Afghanistan, Yugoslavia, Austria, Germany, 
Czechoslovakia and Tunisia. 


People of these countries and many others had 
and are having the opportunity to see first-hand 
evidence of our dynamic economy. They are not 
shown movies or pictures of products that could 
be faked or retouched. They are not exposed to 
long-winded descriptions that could be construed 
as empty propaganda and would in many cases be 
unbelievable (How can you explain the appearance 
of a supermarket?). 


According to Walter S. Shafer, director of 
the Office of International Trade Fairs, "These 
exhibits are among the most convincing 
demonstrations of our free enterprise production 
and selling techniques. By sharing our knowledge 
we hope to make a major contribution to world 
prosperity and peace." 


Cordially yours, 
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the gift of silent selling... 
WALLMASTER ff 


(J wwf? 
says, 


“BUY IT NOW!”’ 
from FLOOR-TO-CEILING DISPLAYS 


e Self-supporting floor-to-ceiling e Uprights accommodate all 
display uprights can be erected Spacemaster brackets and 
in seconds to create any desired accessories. 
merchandising application. 


e Double-slotted uprights are e Easily charged, moved or modi- 
available for ceiling heights fied to suit every requirement— 
from 8 ft. to 12 ft., with 12” height perfect for fast seasonal or pro- 
variations built into each motional displays. 
upright. 


e Write for complete details! Mail the coupon today! 


REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, a PACIFIC COAST OFFICE 
AND SHOWROOM: AND SHOWROO AND SHOWROOM: 


225 W. 3th ST. 1400 N. 25th im. 511 WEST OLYMPIC BLVD. 
NEW YORK I, N.Y. MELROSE PARK, ILL. LOS ANGELES 15, CALIF. 


REFLECTOR HARDWARE CORP. Dept. DW-2 
1400 NORTH 25th AVE. MELROSE PARK, ILL. 


Please send me your CURRENT SPACEMASTER CATALOGS. 


Position. 
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* Suspend any Weight Securely 
* Will not Give or Shrink 
* Practically Invisible ° Easy to Handle 


Wire gauge No. of feet | Breaking Point Price / 
005 14 Ib. 3678 1% Ib. Order by Gauge No. 
po Speen 7 “4 All gauges come on 
025 lb. 600 180 Ib. handy wooden spools. 

















E. L. WEISER, 18682 GRIGGS AVE., DETROIT 2], MICHIGAN 
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Sioux City, lowa 


Perforated hardboard panels play 
successful role as displayers of 
men's and women's fashions in the 
first displays of this new outlet 
of progressive chain of dept. 


stores serving 9 mid-western states 





F you are one of the many displaymen 

who have relegated perforated boards 

only to the hard lines departments, you 
might do well to dwell upon some of the 
adaptations of this versatile basic material 
to tasteful and functional window displays 
of soft goods. 

When the new Salkin & Linoff store in the 
Sunset Shopping Center in Sioux City, Iowa, 
opened recently, among the store’s first dis- 
plays appeared several clever applications of 
this common display material. Shown here 
are three displays in which perforated board 
unobstrusively plays an integral part. 

In all three cases, the perforated board 
was painted flat black and framed in sturdy 
unimposing black frames with gold trim. 
The framed panels, supported by vertical 
polished metal rods, became the background 
against which men’s shirts and accessories, 
men’s shoes and women’s accessories were 
displayed in the three windows shown. The 
panels, as well as the tiered displayers, are 
made by a display manufacturer and are 
distributed nationally. However, a_ shop- 
equipped display department can fabricate 
these panels easily. 

Such fixtures as these are a boon to 
stores operating on limited display budgets, 
depending upon non-professional display in- 
stallation and catering to medium or low 
priced lines of merchandise. They can be 
alternated between the windows and interior 
in a variety of combinations for every 
season or promotion. They can be stored in 
a minimum of space because of their com- 
pact knock-down construction. Anyone with 
a minimum of display aptitude can achieve 
creditable results with little training. And 
last, these fixtures meet the need of this 
particular type of store to display a maxi- 
mum amount of merchandise in a minimum 
amount of space, yet avoid a cluttered look. 

However, it is obvious from the merchan- 
dise treatment in the windows shown here 
that a professional displayman had a hand 
in their execution. No amateur could be 
expected to approach this quality of pre- 
sentation, no matter how expensive or 
beautiful the materials at hand. Alas, the 
store did not give us his name. 





Advertising, Display Heads 
Named By J. C. Penney 


Two new appointments in the J. C. Penney 
Company sales department were announced 
today by Lee S. Moore, sales manager. 

John Lucas, former sales promotion man- 
ager in the Company’s Western zone office 
in Los Angeles, will head the advertising 
division and Warren Parker, former sales 
department field representative, will head 
the display division. 

Mr. Lucas joined the Company in 1946 in 
the advertising division of the sales de- 


— Parker — — Lucas — 


partment and in 1955 was named advertising 
head of the Western zone sales department 
ofice in Los Angeles before being named 
zone sales promotion manger. 

Mr. Parker joined the Company in 1948 
in the advertising and display division of the 
sales department. He served as field repre- 
sentative in the North Central zone and later 
was transferred to the Company’s Central 
Office to coordinate certain advertising and 
display activities. 

These new posts, which result from recent 
organizational changes, formerly were com- 
bined under Lewis A. Kagel who was named 
to head a newly created store development 


COMING UP! 


St. Valentine’s Day 

Nationally Advertised Brands 
Week .. 

World Day of Prayer (75th 
Anniversary) 

National Future Farmers of 
America Week 

Brotherhood Week , 

*George Washington’s Birthday 

75th Anniversary of the Aluminum 
Industry 

Heart Sunday 

Bachelors Day 

Red Cross Month 

Children’s Art Month 

Spring Clean-Up Time 

1961 Easter Seal Campaign 

Presidents’ Day 

National 4-H Club Week 

National Peanut Week 

Girl Scout Week 

National Formfit Week 

*St. Patrick’s Day .. 

National Wildlife Week 

National Teen-Agers’ Day 

Cancer Control Month 

National Automobile Month 

National Hobby Month 

*Easter Sunday ..... 

National Boys’ Club Week 

National Sunday School Week 

Pan American Day : Apr. 14 

Let’s All Play Ball Week Apr. 15-22 

National Wallpaper Month. Apr. 15-May 15 


Feb. 14 
Feb. 15-28 
Feb. 17 


Feb. 18-25 
Feb. 19-26 
Feb. 22 


Feb. 23 
Feb. 26 
Feb. 28 
Mar, 1-31 
Mar. 1-31 
Mar, 1-Apr. 30 
Mar. 2-Apr. 2 
Mar. 4 
Mar. 4-10 
Mar. 5-11 
Mar. 12-18 
Mar. 12-25 
Mar. 7 
Mar. 19-25 
Mar. 21 
Apr. 1-30 
Apr. 1-30 
Apr. 1-30 
Apr. 2 
Apr. 10-16 
_Apr. 10-16 
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VP-IIl Display Motors 


any place you please! 


put motion 


Need a “shaft on a skyhook”? 
When designs call for animation 
in out-of-the-way or inaccessible 
spaces, look to Lake-City for the 
problem-solving motors. Unusual 
shaft locations ... unique drive 
configurations — you name it! 
It’s likely that Lake-City can pro- 
duce a VP-III motor that’s just 
what the designer “ordered.” Even 
for conventional applications, 
VP-III synchronous motors are 
the better choice. Superior fea- 
tures like positive lubrication, 
heavy-duty gear train, and vari- 
able pole rotor assure unmatched 
performance and reliability. Pow- 
erful permanent magnet for high 
output torque. Any speed up to 
400 rpm. Write for data bulletin. 


Could either of these typical ideas 
help you build better displays? 


LAKE CITY, INC. r= 


ae 


A SUBSIDIARY OF CONTROLS COMPANY 
CRYSTAL LAKE, 


OF AMERICA 
ILLINOIS 
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Background or Foreground 


VICRTEX VEF VINYL FABRICS 
match your display mood 
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Vicrtex Walicoverings conform- 
ing to U/L specifications now 


available on request. *vinyl electronically fused 


Add a dash of inspiration to your display imagination with versatile 
Vicrtex vinyl fabrics. From giant panels to portable displays, accent mer- 
chandise with subdued luxury or sparkling metallic motifs. More than 
200 colors — soft pastels to brilliant tomes . . . 50 textures — boldly 
modern to unusual exotics. 


Easy to use; reusable for years, because they're virtually indestructible. 
Won't chip, crack, peel or fade — resist stain, flame and mildew — wipe 
clean with a damp cloth. 


Write TODAY for swatches, prices and descriptive literature. 


L. E. CARPENTER & COMPANY 


356 FIFTH AVENUE * NEW YORK I °* Phone: LOngacre 4-0080 








Projections 


from the drawing board 





of Jan Ujlaki 





OUR SOUTHERN BELLE, complete with 
parasol and polkadot bow, is transformed into 
Madame Caterpillar so that she can wear more 
than one pair of the lovely spring shoes . . . The 
inclined platform upon which she is perched is 
rather awkward; suppose you change that to a 
large rough log section or some other gay natural 
prop ... She can be cut from cardboard and re- 
inforced. 


EVERYONE TALKS ABOUT THE 
WEATHER. but not everyone dresses for 
it, as implied by this men’s wear display 
utilizing the weathervane . . . The prop 
might also fit in well in a resort window, 
with the encouragement to travelers soon- 
to-be to dress for the climate to which they 
are heading, whether north, south, east or 





west. 











DON’T IGNORE THE INDIVIDU- 
ALIST who insists on custom tailored 
clothing . . . Most large and many 
smaller stores as well as tailors provide 
facilities for ordering or making men’s 
clothing ... Why not devote a window 
to this in your forthcoming spring 
schedule ... Capture the attention 
with this suave figure with the bolt of 
fabric attached as indicated . . . Other 
fabrics can be grouped around the 
floor. 
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New Directors Elected 
To POPAI's Board 

O. H. (Bob) Stark, chairman of the board 
of the Point-of-Purchase Advertising Insti- 
tute, announced the election of John J. 
O’Hara and Louis C. Krueger to the board 
of directors to complete the unexpired terms 
of Harold D. Schwartz, Neon Products, Inc., 
and Robert J. Leander, former president of 
Chicago Show Printing Company and newly 
elected president of Mystik Adhesive Prod- 
ucts. 

Mr. O’Hara, Director of Sales of Plasti- 
Line, Inc., Knoxville, Tenn., manufacturers 
of plastic illuminated signs and Mr. Krueger, 
president, Advertising Metal Display Com- 
pany, Chicago, producers of permanent 
point-of-purchase merchandisers, were unan- 
imously elected at the November board 
meeting. Their terms will expire in 1962 and 
1963 respectively. 


Plasticized Veneers 
Have Display Use 

Genuine hardwood veneers are sliced very 
thin and factory pre-finished with tough 
vinyl resin coating that is water, dirt, paint 
and acid repellant and abrasion and fire re- 
sistant are being announced by Great East- 
ern Lumber Company, Inc., 2315 Broadway, 
New York City 24. 

This special plasticizing process makes it 
possible to produce these fine hardwoods as 
flexible sheets for easy handling at a low 
cost. Species available include walnut, teak, 
avodire, camphorwood, zebrawood, Phillip- 
pine mahogany, African walnut, silky oak 
and others. Sheets come 6- by 3-feet and 8- 
by 4-feet, with other cut sizes to suit special 
requirements. Write to the firm for par- 
ticulars. 


New Woodchip Material 
For Contoured Shapes 


The availability of a revolutionary new 
molded material, consisting of wood chips 
(plus a flake surface to cover the chips 
where finish is desired), chopped Fiberglas 
and polyester resin, has been announced by 
Gisholt Machine Company, Madison 10, 
Wisc. Called Delwood, this new material 
can be used to replace wood wherever a 
curved or contoured section is desired. 

Although most of the applications to date 
have been centered around non-display uses, 
there is some work being done with molding 
of display letters for outdoor signs. 

The firm is encouraging questions and sug- 
gestions from the display industry. 


Brown Introduces 
Transfer Letters 


Appropriately named “Instant Lettering” 
is a new product just introduced in this 
country. “Instant Lettering” consists of 10- 
by 15-inch plastic sheets on which is pro- 
cessed a font of letters in opaque black or 
white. Unlike decals or similar products 
the actual letter is transferred off the carry- 
ing sheet and on to any surface with just a 
light pressure. No backing or carrying sheet 
is transferred—just the letter itself. A wide 
variety of styles and sizes are available. A 
sample and catalogue of type styles may be 
obtained from Arthur Brown & Bro. Inc., 
2 West 46th street, New York City 36. 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET @e LONG ISLAND CITY 1, NEW YORK 
EXeter 2-3890 
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IN 18 SUN-RESISTANT 
COLORS! vu can aiways se 


color brightness and uniformity 
when you use Win-Do-Dec and 
Win-Do-Wave. More than that, 
both eye-appealing patterns are 
perfect for air-brushing ... and 
come in these 18 sun-resistant 
colors: 


e ORANGE e APPLE GREEN 

e POWDER BLUE e PEACH 

e ORCHID e LIGHT YELLOW 

e NILE GREEN e PINK 
ANTIQUE IVORY e AZURE BLUE 
NATIONAL BLUE CANARY YELLOW 
NATIONAL RED DARK GREEN 

e WHITE e BROWN 

e BLACK e PURPLE 

SPECIAL COLORS MADE TO ORDER 


See for yourself! 








Send for these 
free sample 
kite today. 





AJAX BOX DIVISION 
St.Regis 
PAPER COMPANY 
7701 West 79th St., Bridgeview, Illinois 
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EP&DA Convention 
Held At Los Angeles 


The Exhibit Producers and Designers As- 
sociation has just completed its sixth Annual 
Convention held at the Ambassador Hotel, 
Los Angeles, December 1-5, 1960. Over 250 
prominent exhibit manufacturers and de- 
signers and associate firm members attended 
the four days of meetings. 

Some of the highlights of the convention 
were panels on “Promoting the Exhibit In- 
dustry Through Publications”, presented by 
Philip Harrison, publisher of Sales Meeting 
Magazine; Robert Konikow, editor of Ad- 
vertising Requirements, and Mr. Robert 
Barry, chairman of the publicity committee 
of EP & DA. “Essentials for Successful 
Operations in the Exhibit Business”, “Lighted 
Display Effects From Decorative Lamps” 
by W. D. Jones of General Electric Com- 
pany and “Cooperative Efforts for the Ad- 
vancement of Convention and Trade Shows”. 
In addition to Association members, the 
other guests on this panel were Mert Thayer, 
Auditorium Manager, Chicago, and Desmond 
Kelly, Convention Bureau Manager, Las 
Vegas, Nev. 

A very enlightening presentation, “The 
Growing Importance of Exhibits in the Ad- 
vertising World” was made by Tyler Mac- 
Donald, vice-president of Hixson and Jor- 
genson of Los Angeles. There was also a 
presentation and discussion of the “Century 
21 Exposition” and the “1964 World’s Fair”. 

Another highlight of the convention was 
the presentation of awards to the students 
who successfully competed in the First In- 
tercollegiate Design Competition sponsored 
by EP & DA. Awards of $500, $300 and $100 
were made respectively to the top three 
selections. 

Election of officers was held at the general 
business meeting and the following will 
serve their offices for the year 1961: 

President, Mr. Harold Averick, Design 
Built Studios, New York; vice-president, 
Mr. Clarence Murphy, Novelart Display 
Company, San Francisco; Secretary, Mr. 
Clifford McKay, Ohio Displays, Cleveland; 
treasurer, Mr. Hain Wolf, Hain Wolf Stu- 
dios, Harrisburg, Pa. 

The following were elected to the Board 
of Directors: 

Mr. Robert C. Barry, Lewis Barry, Inc., 
Philadelphia; Mr. Severin Czarnowski, Czar- 
nowski Display Service, Chicago; Mr. R. P. 
Stierheim, Gardner, Robinson, Stierheim & 
Weiss, Pittsburgh; Mr. Wm. Dopkowski, 
Animated Display Company, Warren, Mich- 
igan; Mr. Art Sauter, Stuart Company, San 
Francisco; Miss Hazel Hayes, Southwestern 
Decorators, Houston; Mr. Harold Lightman, 
Mastercraft Associates, Inc., New York. 

It was announced that the 1961 convention 
will be held in New Orleans, starting the 
second week in December, 1961. 

The EP & DA headquarters is at 511 Fifth 
Avenue, New York City 17; Raymond J. 
Walter is executive secretary. 


Berendt Now Associated 
With Lyon-Healy, Chicago 

Charles Berendt, formerly with Bonwit 
Teller, Chicago, is now associated with 
Lyon-Healy, world famous music house of 
Chicago. 


National Shoes 
Names Adelson 

Edward Adelson has been appointed dis- 
play director of National Shoes, Inc., with 
responsibility for the planning and execu- 
tion of all window and interior displays in 
the 182-store chain. 

National Shoes operates throughout New 
York, New Jersey, Connecticut, Delaware, 
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— Edward Adelson — 


Maryland, Massachusetts, Pennsylvania and 
Virginia, with executive offices at 595 Ger- 
ard avenue, Bronx, New York City. 

In assuming his new position, Mr. Adelson 
has rejoined the shoe firm after three years 
as a sales representative with Shenker 
Displays, Inc., Long Island City, New York. 

He succeeds Henry Friedland, a veteran 
of 31 years with National Shoes, who, for 
reasons of health, has taken on new duties 
in the company’s construction maintenance 
department. 

Mr. Adelson started with the chain or- 
iginally in 1944 as a shoe salesman and 
later that year was made a window trimmer. 
He continued in this capacity for 13 years 
until joining Shenker Displays in 1957. 

His home is at 62-95 Saunders St., Rego 
Park, New York. 
Palay Display Moves 
To New Offices, Showrooms 

Palay Display Industries, L. A. Darling 
distributor for the Dakotas has _ recently 
moved into new offices and showrooms at 
2307 South Washington street, Grand Forks, 
N. D.; it is announced by Jack Fitch in 
charge of distributor sales for the L. A. 
Darling Company, Bronson, Mich., manu- 
facturers of store display and merchandising 
equipment. 

The company handles Darling’s line of 
store fixtures, visual merchandising equip- 
ment, metal displays, forms and mannequins 
with special emphasis on a complete store 
planning and installation service. This in- 
cludes layouts and perspectives of new and 
remodeled stores, construction of custom fix- 
tures and trim and the complete store in- 
stallation. 

Palay has served the territory of North 
Dakota, South Dakota, part of Minnesota, 
and the Canadian province of Manitoba for 
the past twelve years. Future plans include 
additional sales personnel to provide a more 
extensive coverage of this territory. 
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Mercurio Appointed Manager 
Of Nu-Era Displays 

Milton Kravitz, president, Nu-Era Dis- 
plays, Inc., St. Louis, announces the appoint- 
ment of Joseph Mercurio as general manager 
of the company effective January 1. Mr. 
Mercurio is well known in display circles 
in the midwest and this promotion from 
sales manager to the general managership 
is well merited. New-Era is one of the 
largest display distributors in the country 
and is noted for its substantial growth in 
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— Joseph Mercurio — 


the past several years. Mr. Kravitz remains 
the executive head of the business, but is 
lightening his load due to a heart attack. 


Merkle-Korff Offers 
Point of Sale Idea Book 

“Sketchbook 20”, a new 16-page idea book- 
let, has just been made available by the 
Merkle-Korff Gear Company, 213 North 
Morgan street, Chicago 7, Ill. This booklet 
is especially valuable to retailers, whole- 
salers and distributors in many fields and 
to display builders because it shows how 
merchandise at the point-of-purchase can 
be displayed most effectively by adding mo- 
tion, from simple rotating displays in the 
horizontal or vertical plane to more com- 
plex and more effective three-dimensional 
movements. 

There are twenty ideas illustrated and 
described which will stimulate many addi- 
tional ideas on how to put motion into 
otherwise lifeless displays. Some actual 
construction drawings are also included. 
Weight from 75 to 500 pounds can be accom- 
plished with standard Merkle-Korff “Mo- 
tiondisers.” The booklet is available free on 
letterhead request to the manufacturer. 


Weber Showcase Names 
Two Vice-Presidents 

Norman C. Babcock and Cliff Norby have 
been named vice-presidents of the Grand 
Rapids division of Weber Showcase & Fix- 
ture Co. They will fill newly-created posi- 
tions. Mr. Babcock was vice-president of 
marketing for Union Carbide Olefins Co., 
and Mr. Norby has been associated in mar- 
keting with Weber since 19353. 


1961 Calendar of Events 
Now Available 

The 1961 edition of Chases’ Calendar of 
Annual Events is now available from Apple 
Tree Press, 2322 Mallery street, Flint 4, 
Mich. The publication includes sponsors of 
nearly 800 special days, weeks and months 
to be held this coming year. In addition, 
there is a full-page planning calendar for 
each month. 
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Has Outsokd All Other 
Display Grass for 37 Years 


Exclusive beautiful, natural Sunshine green color 


Exclusive "78" row quality instead of 72 





34% x 6—I11% larger than ordinary mats 


Ends neatly hemmed—no raw cut edges 








Mildew-proofed and flame-proofed 
Order standard mats, rolls or special sizes 


Sold by all leading jobbers 


THE JOSEPH M. STERN company 


1968 East 66th Street @ Cleveland 3, Ohic 
THE WORLD’S LARGEST MANUFACTURER OF DISPLAY GRASS 








IMPACT! 


Sales Presentations, posters, showcards, charts and 
graphs have got to have it. Create IMPACT with color. 
Crescent offers an array of 40 boldly colored Poster 
Boards .. . Excellent for all mediums. 


write 


for free 


samples 


Of ? ) 2 
é 1240 N. Homan Ave. / Chicago 51, Ill. 
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Creators €6y 
Manufacturers 
of Sales 
Producing 
Displays 
Fixtures | 


SCREENS « DIVIDERS | 
MAGNETIC LETTERS 
CHANDELIERS 
EASELS 
FLOWER CARTS 





IN WROUGHT 


IRON AND 
COLORS AND BRASS 


- WIRE DISPLAYS IN FINISHES 











COLO: LUM 


meerucAY LIGHT 


NEW ROTATING 
“LIVING COLORS” i? 


OR DRAMATIC STATIONARY COLOR 


For imaginative = ciristMAS TREE LIGHTING 
°. fge MERCHANDISE DISPLAY 
SHOW WINDOWSS# 


g SPECIAL EFFECTS” 
heel CONVENTION EXHIBATS. 


HEAT RESISTANT DIFFUSING TYPE GLASS LENS 
RED « GREEN « AMBER © RED « BLUE « CLEAR 
3-WAY SWITCH CONTROL : 
DRAMATIC SELECTED STATIONARY C 

of the six lenses can be positioned for seldt 


ROTATING “LIVING COLORS". The 
the motorized COL-O-LUM s 
make one revolution 

every minute. 


ON & OFF 
CONTROL 


Slip Clutch 
For 
Indexing 


ALL 
ANGLE 
SWIVEL-ARC 





POSITIONING 


STETSON MANUFACTURING CO 


223 CIRCLE AVE FOREST PARK LLINO!S 





—Display showing telephone company linesman atop pole sold 40 shirts and 38 pair of trousers 
according to Rollman's display director, Ray Meyer— 


Having Budget Problems? 


See Your Phone Company 


Rollman's, Cincinnati, welcomed the assistance of The 

Cincinnati and Suburban Telephone Company during Roll- 

man Days last spring . . . This collaboration helped the 
store maintain a prestige "look" at very low expense 


—Telephone booth was erected outside Rollman's-Swifton with mannequin talking to other manne- 
quins in store window ... This proved to be successful attraction— 
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sale, Ray Meyer, display director of 

the Cincinnati department store, told 
us that Rollman’s was submerged in a tre- 
mendous trading-up program to erase the 
tarnished discount reputation achieved by 
the store over the years. 


Several months after that, Cincinnati re- 
tailers were shocked to hear that Mabley 
and Carew, another local department store, 
had bought out Rollman’s. Of course, this 
victor-and-vanquished sort of announcement 
was strictly for the purpose of building pres- 
tige for the Mabley name. Actually, Allied 
Purchasing Corp., already the owner of 
Rollman’s, had bought out Mabley’s and 
had decided to make sure that none of the 
discount stigma rubbed off on Mabley’s, 
which has maintained a top prestige image 
in the past. 

Only recently the changeover of the Roll- 
man’s Swifton Shopping Center store was 
smoothly accomplished with the display 
manager, Don Bono, being retained in the 
same position at the new Mabley’s-Swifton. 
Downtown, Ray Meyer continues at his job, 
not knowing for certain the future of Roll- 
man’s, except that the store will probably 
stay open through 1961 and that, as an 
Allied executive, his future is virtually as- 
sured here or elsewhere. As one of the most 
capable of the younger display directors in 
this display-minded city, he has little reason 
to worry. 

Back during the trading-up days last 
spring, Mr. Meyer achieved a happy ar- 
rangement with The Cincinnati and Subur- 
ban Bell Telephone Company. Working on 
a tight budget but still wanting to achieve 
a prestige “look” in his windows, he was 
glad to welcome the phone company’s offer 
of colored Princess telephones and various 
other props, some of which required special 
installation. 

An example of the latter is the telephone 
pole on which the lineman is working in 
the window shown. This involved consid- 
erable effort in securing actual sawed-off 
pole, getting it into the window and erecting 
it so as to support the mannequin. 

The card at the base of the pole identifies 
the location of the department selling the 
work clothes on the mannequin. Mr. Meyer 
reported that the basement work clothes de- 
partment sold 40 shirts and 38 pairs of 
trousers directly from this window. During 
this promotion in which every department 
of the store was represented, merchandise 
totalling $131.12 was sold out of the win- 
dows. 

Centered around the theme “The Whole 
Town is Talking about Rollman Days,” Mr. 
Meyer featured mannequins in almost every 
conceivable telephone situation. A mobile 
phone was mounted in a Fiat sports car; 
others were in office, home, work and recrea- 
tion locations. 

At the Swifton store Don Bono combined 
mannequins in spring outfits with the attrac- 
tive Princess phones. Drawing attention to 
the windows was an outdoor phone booth 
(shown here) in which a mannequin ap- 
peared to be talking to the other mannequins 
by direct line to the nearest display. Notice 
that the lines atop poles in the rear of the 
entire semi-open-front window achieve con- 
tinuity in the long, narrow expanse. Each 
mannequin held a phone. 


[ ) sate, & last Spring’s Rollman Days 
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choose your tacker from this complete line! 


HANSEN TACKERS 


MODEL 1-2|MoDEL T-3]mopeEL 1-6 


Compact, for close-quarters | Heavy duty, for general} Drives %” crown tacks in 
tacking. Drives tacks narrow [| use. ‘‘Take-up Jaw”’ opens # four lengths from %«" to *”". 
as 4" wide. for cleaning, inspection. Quick opening front. 








WRITE TODAY fer complete catalog on Hansen Tackers and Staples. 


A. L. HANSEN MFG. CO. 


9041 RAVENSWOOD AVENUE CHICAGO 40, ILLINOIS 








This Fabulous Fascinating New Lighted 
AQUA DISPLAY with 1001 Sparkling uses 


he 


| F 264 
FOUNTAIN ee, . West 40th St. 
DISPLAY CO. > ieee: 
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Dial-a-fashion Display Units 


With a twist of the wrist, coordinated groups of fashions 


are brought from the stockroom to the selling floor of 


GIVE YOUR DISPLAYS this California showroom . .. Here is an idea that may save 
NEW DISTINCTION time and footsteps of salesgirls in the exclusive fashion 


WITH VERSATILE salons that keep the merchandise racks behind the scenes 


ACCO-FAB textite covors 


—Unique revolving unit at right, which makes 
it possible to display a complete coordinated 
group of fashions with the twist of a dial, are a 
trend-setting feature of the new Koret of Califor- 
nia Los Angeles showrooms at 846 S. Broadway 
. . » The units, which are being introduced in the 
garment industry for the first time, hold up to 
350 garments . . . Automatic pre-set controls on 
each unit enable salesmen to dial a specific 
group of fashions, then simply press a button 
to bring the group into full view of the buyer 

The unit is set so that only one group of 

coordinates is visible at a time— 


Acco-Fab's amazing versatility makes 
screen printing of fabrics, display 
board, paper and allied surfaces 
easier than ever for your most exact- 
ing display requirements. 


Equally adaptable for hand decorat- 
ing, spray printing and block printing. 


WRITE FOR SPECIAL IDEA AND DATA 
FOLDER. DEPT. DW-33. 


THE AMERICAN CRAYON COMPANY 
SANDUSKY, OHIO NEW YORK 


—~eeol res 


FINEST DISPLAY 
GREEN GRASS MATS 


Standard Size 3''x6é". Weight 6 Ibs. ea. 
@ Brightens all Spring Displays 
@ Perfectly dyed with wonder formulo 
e@ With burlap backing. High tufted 
JOBBERS PRICES: IN STOCK 
@ $2.75 Each 
@ 2.85 Each 
@ 2.95 Each 
@ 3.25 Each 
F.O.B. Our Cincinnati, Ohio stock 
20 Colors Burlap 36"-52" 
Knotted Fishnet 


VAN ARDEN FABRICS 


Moore St., New York 13, N. Y. 
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at Koret 


| Give Spring and 
Uremic dirty’ coms e:| | yer Promotions 


dinated group of fashions with the 
twist of a dial, are a trend-setting feature of 


the new Koret of California Los Angeles ‘ { ; 
showrooms, which were opened recently. The : n Burst 0 AG 


showrooms occupy the entire second floor 


at 846 S. Broadway. a 5 a JR KE — | 
The revolving display units, which are : ae i J ._ 4 





being introduced in the garment industry 
for the first time, are a dramatic step for- a, 
ward in automation. Four units, which hold ™ | | APF 
up to 350 garments each, have been installed a Ce ee ee o. ne 
in the walls of four individual showrooms. 
Automatic pre-set controls on each unit NAT-MAT DISPLAY and NOVELTY BOARDS 
make it possible to dial a specific group of 
fashions, then simply press a button to Over 100 colors, finishes and thicknesses are now available in the 
bring the group into full view of the buyer. 
The unit is set so that only one group of 
coordinates is visible at a time. Easter promotion and other uses. Nat-Mat board 

On the wall adjacent to each unit is a 
wrought iron display fixture in the form of 
0 ee ee Rp soergroaery For free samples of the Nat-Mat line, ask your dealer or 
ual styles and coordination of uppers and drop us a note on your letterhead. 
lowers after garments are lifted off the con- 
veyor belt of the revolving unit. 

The air-conditioned showrooms, which 

were designed by C. A. Korkowski, A.LD., 
of the Beverly Hills firms of K-S Wilshire, NATIONAL CARD, MAT and BOARD co. 
Inc., occupy approximately 3,000 square feet 4318 Carroll Ave., Chicago 24, Ili © 11422 So. Broadway, Los Angeles 61, Calif. 
of space. The decor is in a contemporary in Canada: Card & Paper Works, Litd., Peterborough, Ont. 
California theme with white walls and color 
accents of olive green and vibrant peacock 
blue. The showrooms are carpeted in a 
striking custom-woven carpet in olive and 
peacock. Furnishings are of brown teak. 
Decor of the executive office is in muted 
gold tones with walnut furnishings. Con- 
temporary original paintings are used as 
decorative touches throughout the show- 
rooms. 

A flexible space arrangement has been 
achieved by the use of folding accordion 
doors, which enable the main salon area to 
be divided into five private showrooms or 
converted into one large salon for fashion 
shows. 

So that the colors of garments may be 
seen realistically, a combination of slim 


line fluorescent and incandescent lighting 

has been used throughout the showrooms. THE INTERNATIONAL DISPLAY AUTHORITY 

The entrance has subdued lighting achieved | oie 

by a combination of pink and white lights. D : S o L A Y W O R L 'p) 
EJ @ eff 


—Contemporary California decor is fectured in 
Koret of California's new Los Angeles showrooms, 
which occupy the entire second floor at 846 S. 
Broadway . . . Color one is white ‘gre accents PLEASE CHECK 
of olive green and vibrant peacoc MO eis » 
Display tables and other furnishings are in CLASSIFICATION £ 
brown teak . . . Installed behind double doors C) Retailer NAM 
in each showroom are trend-setting revolving [) Displayman 
display units, which enable salesmen to display O Display Studio FIRM 
complete groups of coordinated fashions simply C) Display Mf 
by twisting a dial . . . Wall display units, in the os seinen ADDRESS 
design of a cable car, are used to show indi- C) isplay Jobber 
vidual styles and the coordination of uppers and C) Nat'l Advertiser CITY. ZONE. STATE 
lowers . . . Folding accordion doors make it pos- , : 
sible to convert the showroom into five individual 
showrooms or into one large salon area for * 
fashion shows— 
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Nat-Mat line. We’ve even added lovely lavender for 


stands out in the display world! 
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AD-ON 


Interlocking Plastic 


Price Tags, Signs 
FOR STORE DISPLAY 


NEW BEAUTY, ECONOMY, 
QUICK, EASY USE! 


AD-ON plastic numerals, letters, 
symbols, etc. interlock evenly, se- 
curely—unit to unit—and stay that 
way until separated. A price or 
short message can be assembled in 
seconds. 

Each character has its own ped- 
estal base, enabling it to stand with- 
out back or side support. AD-ON is 
durable, washable, versatile, with 
easy-to-read letters. It is the per- 
fect, distinctive do-it-yourself price 
marker or information-identification 
sign for use in show window, display 
counter. Special clips make it pos- 
sible for you to use AD-ON on Peg- 
board, bottles, soft goods, etc. 


WHAT IS DISPLAY? 


By CECILIA STAPLES 


Cecilia Staples, Inc. 
New York City 


The idea and conception of window dis- 
play is an intangible that starts way beyond 
3%-inch plywood, so many millimeters of 
plexiglass, the correct electrical voltage, 
how many yards of ribbon, how many pounds 
of sequins—this is an essential thing in a 
living business. Display is pure theatre as 
well as hard work. Display is magic. Dis- 
play is emotion. Display can be a release 
from ordinary life and, first of all, display 
is a challenge. To start with, there has 
to be an attitude that each one of you hold 
—a kind of positive thinking of where you're 
going, of what you like and an assurance of 
what is right. You can be wrong about any 
one of these things but I feel strongly you 


have to establish a mental image of your- 
self. This is very hard when everyone is so 
many different selves. 

My personal conviction lies in my feeling 
for natural forms, natural colors, the curve 
of a shell, the sifting of sand on a beach, 
butterfly colors, ferns, lichen, a throwback 
to antiques, decoupage, old book bindings, 
tin trains, a feeling of nostalgia even though 
people today have not necessarily lived with 
these things, this evokes a nostalgia that 
may or may not be a part of one’s life and 
experience. 

Fashion is where you find it. It’s a very 
personal sort of thing that comes with an 
exploring mind, an observing eye and an 
inner conviction of what is fashion-right 
for you. 

Fashion is where you find it. It is amaz- 
ing to me that fashion, art, display, practi- 
cally everything, rounds out a cycle. The 
mob cap that was worn in 1774-1776 by 
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DIP VAR WORK 


JS. HAS Won MANY 4m 
NATIONAL AND... 
IN TER NATIONALAWARDS"3 
But His BigGesr | 
THRILL CAME IN 19585 
WHEN HE WON THREES 
SOLD, ONE SILVER G 
ANP ONE BRONZE 
MEDAL IN PISPLAY? 
WORLDS INTER NATIONA! 
CONTEST. | 


We GIVES CREDIT | 
TO TWO PEOPLE WHO 
HAVE MEANT MUCH 
To WHAT Success HE 


ENTERED DISPLAY IN HIS HOME TOWN,GREENS BURG, PA, AS ASSISTANT 
DISPLAY MGE. ROK A.E. TROUTMAN Co. 
1942 AND MOVED TO NOkKTH HOLLY WOOP, CALIFORNIZA WHERE HE 
ACCEPTED THE POSITION OF DISPLAY MANAGER 
FOR THE SPRINGFIELD AND MARION DIVISIONS OF OHIO EDISON COIN 


MARRIED NOFA MS GVIKE IN 


HOBBIES : 
CUTTING HIS LAWN 
ON HIS RIDING MOWER, 
... GOLF ane 
WORKING AROUND 
Mis NEW HOME. 


Each character has 
own pedestal base — 
stands without support. 


HAS TODAY NAMELY, 

HIS WIFE NOKA, AND 

GEORGE W. WESTER MAN 

GENERAL PBPLAY SUPERVISDE. 
FOK OHIO EPISON WHPANY 


Available in black background with 
white figures or ivory background 
with brown figures. 


FREE SAMPLE 


AND COMPLETE INFORMATION 
ON REQUEST. WRITE TODAY. 


PRYOR MARKING 


PRODUCTS 
434 S. Wabash Ave., Chicago 5, Ill. 
Dept. D 








PYSPLAY DIRECTOR ..... OH/O EDISON CO. 
S'PLINGFIELD, OnI0. 
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Madame LeFarge in Paris was duplicated 


by Bonwit Teller this past summer and 
very amusingly so in gingham checks to 


wear over your hair when you return from 


the hairdresser or when you go to the beach. | 
This little gingham hat is high style in its ores S$ rH é q q . 
very simplicity. | Oe A 

Another example of the turn of the cycle wees ae 
is a friend of mine who shall be nameless. ig sg gee FROM THE SEVEN SEAS 
For at least 15 years she has worn bangs , $ é ee Gt ee 
and spit-curls, all through a pompadour a” : £eee 
period, a Veronica Lake period and through F me. . in. .aae ae Immediate Delivery 
chignons. However, Nancy is back in style eke <a. ee FF a Wa ; 
without changing a hair. This, somehow, ne A ‘ = ee al “D | NEW CATALOGUE 
proves my point in individual thinking. tite Ye ila | : Your Jobber or Direct 
Madame Chanel, too, has remained herself. | iggy : . fe MALROS CO. 
This doesn’t mean that she has not been : aa ~ oe sae — ur 4 | “The House of Colors” 
aware of all the outside influences that must # , eS £ tt OF ‘ 2 Box 289 Dover, N. J. 
necessarily surround her life but her style ah nein | 
remains her very own. 

We are surrounded by so many contem- i es 
porary influences: the new play “Camelot” ) 
has a wealth of ideas for design. It also T 2 E M E N D 0 U S$ 


has Sir Pellinore, a wonderful, foolish 


knight who can give you an idea of a y 
tongue-in-cheek approach. This is some- p r E-S EAS ae N SA | F 


Largest Assortment 








thing that I haven't brought up before: 

humor, charm, amusement are each an es- | | | ae 

sential part of display and fashion. Sir = ae M . 

Pellinore is a foolish, silly knight. His a ce 

presence adds the leavening to a play that : “ QNNeQUINS 

might otherwise be too serious. # 
Window display is a show. Not only is it ) Write for Pictures and Complete Information 

a show but it is a free show. Like the little | } he 

girl with a curl in the middle of her fore- | § ce 

head, display, when it is good can be very, 7 NEW WORLD mfg. corp. 

very good, but when it’s bad, it’s horrid— 27-31 Bleeker Street New York 12, N. Y. 

Excerpt from talk given at llth Annual 

Fashion Seminar at the Philadelphia Mu- 


seum College of Art. 
Silvestri Makes Cover RO F; LASHERS 
Of Business Week ® nce 


Score a big gain for the Silvestri Art Man- Force Attention, Increase Advertising Value 
ufacturing Company, Chicago, and, by the 
same token, the display industry, as a result >. «> - 
of the splendid article featuring George Sil- Motorless 55 RIVER ROAD nn gee orm 
vestri and his creations in Business Week’s : 
December 17 issue. It rated feature position 
and the front cover. 




















* WHEN WRITING TO OUR ADVERTISERS PLEASE MENTION DISPLAY WORLD ® 














MODEL M-1448 (sHown teow 
PRINTS ALL SIZES UP TO 14" x 48" 


FEATURING — “MAGNETIC” TYPE LOCK-UP 
‘AND POSTER ie GREATEST ADVANCEMENT IN SIGN MACHINES WITHIN LAST 25 YEARS 
~ SPEED----SIMPLICITY PATENTS APPLIED FOR 
LOW OPERATING COST----LONG LIFE 7 es ~ 


NO MODERN STORE IS COMPLETE WITHOUT A 
SHOW CARD PRINTING MACHINE! 


MODEL "M"—Using regular printers’ 
metal and wood type. 
MODEL "B"'—Using rubber type. 


@ BOTH MODELS MADE IN 3 SIZES 

@ COMPLETE UNITS FROM $158 UP 

@ MANY NATIONAL CHAINS HAVE 

FROM 50 to 500 OR MORE IN USE 
FOR DETAILS WRITE 


DISPLAY EQUIPMENT CO. 
BOX B-146 ADRIAN, MICH. 
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MACTON 
TURNTABLES 


ah 4, 


~) S 
= WAY T0 
BETTER 


2 < 
“778 
Attract customer attention and hole 


it with a rotating display built arouno 
a dependable Macton turntable. 


You can choose from four standard 
Macton turntables — 1’, 2’, 3’,or 4’ in 
diameter — up to 2000 pounds capac- 
ity. They rotate clockwise or counter- 
clockwise, have center rotating out- 
lets; so current can be supplied to 
displayed products. And these silent- 
operating turntables are inexpensive 
to run. The Model 200, for example, 
rotates a 350 pound load for abou 
one cent a day. 


Macton display turntables are built to 
the same exacting standards as the 
Macton turntables fortelevision studio 
and industrial use . . . professional 
standards that assure you of the best 
turntables available. 


Write today for Catalog 17, showing 
the Macton line of display turntables 
— all in stock — all backed by a one- 
year guarantee. 


Macton 


MACTON MACHINERY COMPANY, INC. 
88 Dyke Lane, Stamford, Conn. 


Interlocking Tile 
For Display Use 


Rubberlock is the name of a new inter- 
locking rubber tile marketed by Mitchel 
Rubber Products, Inc., 2114 San Fernando 
road, Los Angeles 65. The squares fit to- 
gether like a jig saw puzzle and require no 
mastic. It comes in a wide variety of mar- 
bleized colors, thicknesses and sizes. Write 
to the firm for complete information and 
prices. 


Victor Tudan Elected 
State Representative 


When Victor Tudan appeared in DIS- 
PLAY WORLD Trade Personalities fea- 
ture, it mentioned that politics was one of 
his hobbies. The success of his hobby can 
be judged by his election as State Repre- 
sentative for his district of Connecticut. He 
is also owner of The Mannequin Shoppe, 6 
Sigourney street, Hartford, where he claims 
to be New England’s leading mannequin 
refinisher. His home is at Windsor, Conn. 


Booklet Shows How 
To Work With Plexiglas 


A 20-page booklet gives detailed informa- 
tion on machining, forming, finishing and 
joining of Plexiglas sheets and other acrylic 
shapes. More than 60 large illustrations 
cover every process in the working of Plex- 
iglas. Machining operations on Plexiglas 
which are illustrated and described include 
layout, cutting, sawing, punching, drilling, 
routing, shaping and turning. 

Forming by the hand, jig and clamp, plug 
and ring, drape, blow and vacuum methods 
is extensively covered. Finishing operations 
illustrated include hand and machine sand- 
ing, filing, scraping and buffing. 


eee 


Interesting Newsletter 
Of Promotional Events 


Don Gerald Associates, Inc., 12 West 55th 
street, New York City, is distributing a very 
interesting newsletter addressed to all who 
are interested in promotions, displays and 
special events. Write to the firm. 








Designed and made with the skill and 
artistry that 30 years in the field of 
fine cut wood letters brings. Extra 
FREE bonus: Style and price sheet 
showing vast selection of sizes and 
designs. Write today. 
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WINDOW DISPLAY KITS 
Genuine Shillelaghs — Blackthorns, etc. 
$10 — $20 — $30 


IRISH HOUSE O'Bannon's Green 


ROUTE 1 





COZADDALE, pea 





FOIL PAPER 


Puffing Foil & Base Metal 
R. A. OHLHORST 


278 Johnston Ave. Jersey City 4, N. J. 














WHEN WRITING TO OUR ADVERTISERS 
PLEASE MENTION DISPLAY WORLD 
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ROOM OF TOMORROW? 


A tull scale fallout shelter entitled the 
“Room of Tomorrow” because of its double 
purpose is now permanently located in the 
Thrifty Home Store of William F. Gable 
Company, Altoona, Pa. The completely 
equipped simulated concrete block structure 
was erected under the direction of Clyde 
Querry, display director of the store, from 
instructions supplied by the local Civil De- 
fense officials. 

According to local and national dignitaries 
present at the unveiling of the shelter, 
this marks a milestone in the efforts of local 
CD officials to bring the importance of fall- 
out protection to the public. 

The officials suggest that the room can 
be used as a family or recreation room 
normally. We all hope this is the only pur- 
pose for which it will ever be necessary. 

If interested in conducting a_ similar 
project in your community, contact your 
local Civil Defense administrator or write 
to Director of Training Education and Pub- 
lic Affairs, Office of Civil and Defense Mo- 
bilization, Washington, D. C. 


DISPLAY WORLD 





"Ply-Grilles" Offer 
| 1 Filigree Patterns 

Jaffre Products Corp. is introducing 11 dis- 
tinctive filigree patterns in its “Ply-Grilles,” 
die-cut from birch and Philippine mahogany. 


For sizes and prices as well as patterns 
write to the firm at Dept. DW, 189 First 
street, Brooklyn 15. 


POPAI Releases 
New Slide Film 


The Point-of-Purchase Advertising Institute 
released its new color, sound-slide film. The 
Role of Point-of-Purchase Advertising In 
Modern Marketing, on November 1, 1960, at 
the New York Coliseum, the opening day of 
the Association’s 14th Annual Symposium and 
Exhibit. 

This film, produced by POPAI in coop- 
eration with the Sales Promotion Committee 
of the Association of National Advertisers, 
has been directed to advertiser-salesmen—the 
men responsible for getting displays in and 
up in retail outlets. 

N. J. Leigh, Chairman of the Boara of 
Einson-Freeman Company and Chairman of 
POPAI’s Film Committee, said, in announc- 
ing this release date. “This film has been 
produced in an effort to overcome some cf the 
objections of client-salesmen to point-of-pur- 
chase merchandising material and to show 
positively how point-of-purchase material can 
work for the salesman in his own territory. 
Through a series of case histories, we have 
tried to show how other salesmen have used 
point-of-purchase material in creative, imagi- 
native and most important in a very profitable 
way. This film is now available for public 
distribution. 


Schmidt Heads Display 
For Abel Corporation 

Robin A. Schmidt, 565 Tudor lane, Hilliard, 
Ohio, has been promoted to display manager 
of the Abel Corporation, which has its na- 
tional headquarters in Columbus, it was an- 
nounced by Louis J. Krakoff, president. 

A graduate of Ohio State university, Mr. 
Schmidt has been with the Abel Corporation 
since 1959 as assistant building director. He 
was previously store designer with Columbus 
Show Case Co. The Abel Corporation is the 
nation’s largest merchandiser of tires and 
auto supplies through department stores. 
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Have your manikins re- 
finished with the new- 
est hairstyles. 


MADISONIA 
MANIKINS, Inc. 


152 W. 25 St., New York | 
1! S. Desplaines, Chicago 6 
3007 Canton St., Dallas 26 











Nae iiiatitsame Store Directory & 
Bulletin Boards for! 
Better Selling! 


Let an Acme board create 
impulse buying with its depart- 
mental listings and your adver- 
tisements. Write today for Acme's 
FREE folder “Selling Through 
Suggestion,” and the latest cata- 
log on directories and bulletin 
boards. 


ACME BULLETIN COMPANY 


37 EAST 12th STREET ec NEW YORK CITY 3 








PRE-FINISHED WOOD PANELING FOR 
YOUR DISPLAYS OR INTERIOR DECORATIONS 
4x7 PANEL CHERRY WOOD FINISH 


PLATINUM WALNUT FINISH 


9 4x7 PRE-FIN. PANELING 
s ALSO 4x8 Sted tee 


PANELING 
SLIGHTLY HIGHER | CATALOGUE 


——| TULNOY LUMBER }— 


17 RIDGEWOOD PLACE . GL 5-4141 * BROOKLYN 27, N. Y. 

















the unusual in mirrors by PARALLEL 


Paramir (A)—dramatic multi-color mirrors 
Paraflex (B)—-silver & colored faceted sheets 
Mirror Decor—loose pieces in all shapes Your source for materials, mirror balls, 
Mosaic Glass Tesserae—Plastic Mirrors and finished units to your specifications. 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 
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Mannequin 


WIGS 


No Measurements Necessary! 


WRITE FOR 
NEW WIG 
BROCHURE 
JUST OUT. 


Mannequin Repairs . . . Rentals 


RECONDITIONED 
MANNEQUINS 


LADIES ... CHILDREN’S ... MEN 


Hundreds to choose from... COMPLETELY 
REFINISHED ... LOOK ABSOLUTELY 
NEW! A terrific money saver! 








CAPTURE 


THE TRUE 


EXCITEMENT 
OF 


NEW 
YORK 


WITH 


MANHATTAN 
MANIKINS 


These luxurious high 
figures are 

Fibre- 
topped 


quality 
fashioned of 
gias_ plastic 

with the finest Pug- 
Photos and 


details on request 


din wigs 


MANHATTAN MOTION MANIKINS 


4 W. 16 ST. NEW YORK CITY 11 





| —This window in the Mullen & Bluett store in Inglewood, Calif., was used to test the anti-glare and 


anti-fade properties of Acorn Plastic Glass Tint, which is applied to display windows in place . . 

Wes Strand, store manager, reported that the tint's saving on fade-losses plus the increased display 

effectiveness of the window (as compared to use of a drop curtain), quickly repaid the cost. . . 
As a result, it was applied to other windows in the Mullen & Bluett clothing chain— 


Acorn Tint Reduces Glare, Fade 


method of applying an anti-glare and 
AA a tating tint directly to the glass of 

display windows, in place, has paid off 
handsomely for the Mullen & Bluett, Los An- 
geles chain of clothing stores, according to 
Joseph Tilmer, advertising and display man- 
ager. While the glass tint is hardly noticeable 
its effect on fade-losses and on sales has 
been sufficient to pay for its cost many times 
over, store managers report. 

The first Mullen & Bluett display window to 
be tinted by this method is at the chain’s Ingle- 
wood, California, store. It was tinted as an 
experiment five years ago. Frankly skeptical 
of the results promised for the plastic tinting 
process, store manager Wes Strand kept a 
sharp eye on the fading of colors on merchan- 
dise displayed in the experimental window. 

“Before the glass was tinted,” Mr. Strand 
related, “We used both an awning and a drop- 
curtain, in spite of which it was necessary to 
keep merchandise well back in the window. 
We rarely displayed high colors or delicate 
pastels. At the end of the first display period 
with the new tinted glass, | examined the 
merchandise as it came out of the window. I 
was particular to compare the areas that 
ordinarily do not fade, such as under tie-bars 
on shirts, with those that are fully exposed 
to fading. On some easy-fading colors such 
as powder-blue, it was possible to detect a 
small degree of fade. This was on shirts dis- 
played well up in the window. Even so, the 
fade was less than when we relied upon the 
awning and drop-curtain. In other merchan- 
dise, no fade was detectable. It was apparent, 
by comparing the merchandise with that taken 
out of the window for the previous period, 
that the tinting was making a _ remarkable 
difference in fading.” 

After verifying the initial results on subse- 
quent window display merchandise, the Mullen 
& Bluett stores installed the tint on windows 
in several stores. 

In the Inglewood store, Mr. Strand adds, 
the most beneficial effect of the tint was not 
its reduction of fade-loss, but the better display 


given to the merchandise in the window. He 
states that under the old protective measures, 
merchandise was partly hidden from the pub- 
lic, and there was less authenticity of color 
because of the obvious change made in the 
viewing when merchandise was behind an am- 
ber-tinted drop-curtain. According to Mr. 
Strand, the increase in display effectiveness 
paid off the low cost of the window tinting in 
a very short time. 

The tinting process used by Mullen & Bluett 
was furnished by a company called Acorn 
Plastic Glass Tint, 1123 West Century boule- 
vard, Los Angeles, which reports having ap- 
plied its nine transparent color tints and three 
frosted tints to the windows of more than 
10,000 Los Angeles merchants, factories, of- 
fices, and commercial plants — as well as 
thousands more throughout the world. 

Applied by a gravity-flow technique, the 
plastic coating is said to operate in the same 
manner as an optical filter — selecting and 
blocking out by wave-length those portions of 
sun-light that produce the most heat (infra- 
red), glare (blue, violet), and fade (ultravio- 
let). The tint material is composed in such 
a manner that it removes these harmful por- 
tions of the light while permitting the useful 
portion of the spectrum to pass through, ex- 
plain officials of the Acorn Plastic Glass Tint 
company. They state that their process costs 
only about one-third as much as factory-tinted 
glass. The liquid plastic is applied with a 
nozzle at the top edge of the window, and the 
viscosity of the liquid — carefully controlled 
— determines the thickness of the coating. 
This coating, they explain, bonds to the glass 
chemically and appears to be within the glass 
itself. They report scientific tests show that 
70 percent of the sun’s fading rays are ex- 
cluded by their clear transparent tint — 8&2 
per cent by their amber transparent — 88 per 
cent by their blue transparent. 

The Acorn Plastic Glass Tint company 
is currently embarked on a broadened dealer 
franchising program. Information and product 
literature are available on request. 
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VERSATILE! DEPENDABLE! 


FOR ALL-AROUND FASTENING IN 


DISPLAY WORK 


AUTOMATIC 


T-32 | 
GUN TACKER 


Use where lighter, shorter staples are needed. 
ideal for mounting crepe paper, cloth window 
dressings ond wall posters. 


Use where heavier, longer staples are needed. 
ideal for assembling floats, store exhibits and 
show exhibits. 


HT-50 
HAMMER TACKER 


Quickly and securely staples with each blow. 
Ideal for nailing backdrops, woodwork construc- 
tion and wherever heavy nailing duty is required. 


ONE-HAND OPERATION— 
Frees other hand to hold material being tacked. 


FASTER— 
Automatically faster than hammer and nails for 
all sorts of fastening jobs. 


MANEUVERABLE— 
Gets into close corners. Drives staple flush within 
1/16” from any right angle. 


VARIETY OF STAPLE SIZES— 
Arrow staples come in 12 sizes, ranging from 
3/16” to 9/16” leg lengths, for every purpose. 


‘ Sold through jobbers 
‘ ~ Write for catalog 
74 Darow fasrener [o.,/nc 


> ‘ 
~ we JUMIUS STRAT ae JRL ? ~ 7 
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—The Mayor of Covington, Ky., John J. Moloney, 
(left), approvingly inspects the Irish import 
goods as Bernard Ejilerman, president of Eiler- 
man's men's store in Covington looks on . . . Eiler- 
man's is but one of many retail outlets from 
coast to coast utilizing display materials and 
imported merchandise from an unique Ohio 
import firm which handles only Irish goods . . . 
Ralph Knopf, display director, designed the in- 
terior department sign— 


Don't Forget the Irish 
On St. Patrick’s Day 


An Irish import house in Ohio, which en- 
tered the display field last St. Patrick’s Day, 
reports nationwide interest in Irish display 
window kits, ranging from retail music 
stores to display-minded banks eager to join 
the “wearers of the green” on March 17. 

Irish House, O’Bannon’s Green, Route 1, 
Cozaddale, Ohio, offers two basic display kits 
which may be supplemented from its 16-page 
catalogue. One kit includes a genuine Irish 
shillelagh, 8& Irish scenes in four-color 
prints, a map of Ireland and 2 Irish travel 
posters. The second, more elaborate kit 
includes 2 Irish Blackthorn walking sticks 
(seconds), 6 Irish woodcut prints with titles, 
3 travel posters and a colorful, picture map 
of Ireland on Irish linen. Available sepa- 
rately are flags of ancient and modern 
Ireland. 

Tom McCarthy, proprietor of Irish House, 
says “The way to the heart of a firm is often 
right through the display window.” He re- 
ports that after selling a display window kit 
for St. Patrick’s Day he found himself book- 
ing orders from other departments in retail 
establishments for his imported Irish goods, 
which range from handcrafted Irish marble 
ash trays and leprechauns to musical tank- 
ards that give out with “Galway Bay” and 
“When Irish Eyes are Smiling.” 

Display minded himself, Mr. McCarthy has 
furnished complete Irish gift centers, along 
with counter cards and display suggestions, 
to some of the nation’s leading department 
stores including H. and S. Pogue Co., Cin- 
cinnati; Macy’s—Downtown, Kansas City; 
Stewart Dry Goods, Louisville, Ky.; Ken- 
nard-Pyle of Wilmington, Del., and B. For- 
man’s, Rochester, N. Y. 




















~ FINEST 
CUSTOM MADE" 
MANNEQUINS & FORMS 


C. BARRANGO CO. 


579 MARKET STREET 
SAN FRANCISCO 5, CALIF. 








.... Oisplay creators 
display manulacturers 





—South African Feather Co., Inc.— 


1015 FILBERT ST., PHILADELPHIA 7, PA. 
Established in 1906 
WaAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yard strings, all colors 

@ FEATHER BIRDS, made in Japan 


Excellent Delivery — Write for Price List 














DISPLAY TURNTABLES 


* Heavy Duty ° All Steel 
ALL SIZES — Large or 
Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 ST., Bronx 54, N. Y. 


Small 





Highest Quality Wood Display Letters 


WOOD LETTERS 


20 Stock Alphabets from 1° to 12° high 
206 MAIN PROF NAL BLI 
S| 


BAMBOO POLES 
PHILIPPINE MATTING 


all types — all sizes — lowest prices 


PAN-ASIA COMMERCIAL CO. 


16823 Lekewood Bivd. Belifiower, Ceollif. 
MEtcalf 3-0678 
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DIRECTORY OF SHOPPING 
CENTERS IN THE UNITED STATES 
AND CANADA 1961 EDITION 


Published by National Research Bureau, Inc. 
415 North Dearborn Street 
Chicago 10, Ill. 

“More than 25 per cent of the country’s 
retail trade, exclusive of automobile sales, is 
carried on today in about 4,000 shopping cen- 
ters. Within the next decade, as shopping 
centers expand and increase to 10,000 or more, 
it is likely that 60 per cent of all retail busi- 
ness will be done in shopping centers alone.’ 
That is the obviously biased statement 
of J. H. Pearlstone, Jr., president, Interna- 
tional Council of Shopping Centers, Inc., 
in his foreword to this extensive directory 
of shopping centers. 

We may not agree with his percentages, 
but it is certainly true that shopping centers 
are emerging and expanding rapidly and will 
continue to do so. 

In section 1 of this directory you will find 
detailed listing of all 3,976 shopping centers in 
the U.S. and Canada and the occupants. Sec- 
tion II lists 3,482 key executives connected 
with these shopping centers, such as owner- 
developers, leasing agents, architects, center 
managers and executive secretaries of center 
merchants’ associations. The last section lists 
10,000 national chain stores located in shop- 
ping centers, including their national head- 
quarters. 

If you are interested in contacting any of 
these groups, you will find this volume of 
immeasurable help. Write to the publisher 
for the price. 


1961 SALES PROMOTION 
CALENDAR 


Published by National Retail Merchants Ass'n. 
100 West 3ist Street 
New York City | 
Price: $4to NRMA members 
$8 to non-members 
$15 to non-member retailers 

Display directors can plan their window and 
interior assignments in coordination with the 
advertising department much more effectively 
when they use this workbook. It it desk-top 
size and plastic bound. 

The calendar provides not only day-to-day 
control for advance sales promotion planning 
and budgeting, but also detailed guidance in 
many areas of promotion. Included are charts 
showing percentage of sales each department 
should do by month as compared to national 
figures, to store-wide sales figures and to the 
department’s own annual volume. 

There is a master budget planning chart, 
and publicity costs are shown by department, 
by media and by volume. An index of special 
trade days and weeks lists sponsoring organi- 
zations so that additional information or tie-in 
material can be obtained. 

Other features of the 1961 Sales Promotion 
Calendar include a ten-step guide to better 
sales promotion planning; a long-range plan- 
ning chart; important suggestions for selling 
and advertising week by week, throughout the 
year; plus other important aids to retail sales 
promotion. 


lay Bookshelf — 


LIBRARY DISPLAY 


By Stephanie Borgwardt 


Published by Witwatersand University Press 
Milner Park, Johannesburg, South Africa 


As the jacket on this book explains, “The 
creative and artistic side of library work is the 
theme of this book, which treats the library 
not as a storehouse of knowledge, not as a 
depository of books but as a source of inspira- 
tion and delight.” 

Contained in this 190-page book are all con- 
ceivable aspects of library display work il- 
lustrated with line drawings. The practical 
side is dealt with in minute detail. Innumer- 
able ideas and suggestions for displays are 
given, and many notable library exhibitions 
held throughout the world are described. Par- 
ticular emphasis is upon display for the small 
library. 

If it were not for the final third of the 
book being devoted to particular emphasis up- 
on solving the problems in South African li- 
braries, the book would have universal appeal. 


DECORATIVE ALPHABETS 
AND INITIALS ($2.25) 


By Alexander Nesbitt 

HANDBOOK OF PLANT AND 
FLORAL ORNAMENT FROM 
EARLY HERBALS ($2.98 


By Richard G. Hatton 


STYLES OF ORNAMENTS ($2.25) 


By Alexander Speltz 

Published by Dover Publications, Inc. 
180 Varick Street 

New York City 14 


All three of these art books present distinc- 
tive copyright-free design material. DECO- 
RATIVE ALPHABETS AND INITIALS 
is a selection of ornamental letters compiled 
from ancient manuscripts and rare books and 
plates. It scans the development of decorative 
lettering from early Celtic manuscript initials 
through the refinements of Roccoco designs to 
the “great, weedy jungle” of Victorian type- 
faces. Mr. Nesbitt has added historical intro- 
ductions to each section and lively notes to 
each of the plates and sets of alphabets. 

With the appearance of Hatton’s HAND- 
BOOK OF PLANT AND FLORAL ORNA- 
MENT, one of the greatest collections of 
plant drawings is back in print. The more 
than 1200 illustrations in this volume were 
chosen from the woodcuts and copperplate 
engravings of flowering and fruiting plants 
wound in 16 and 17th century herbals. The 
drawings, large enough for easy reproduc- 
tion, have been classified according to 
botanical groups with extensive commentary 
by the author. (Incidentally, the flower in the 
ad on page 35 of this issue was reproduced 
from this book.) 

Ornamental and decorative styles from 
Egypt to England and from the Stone Age to 
the designs of Sheraton and Hepplewhite are 
the subject of Alexander Speltz’s STYLES 
OF ORNAMENT. A history of stylistic 
changes as well as a treasury of source 
material, this collection of ornamental de- 
signs is the largest in print today. 
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Kurtz Forms 
New Ad Agency 

A new agency, known as Gerald N. Kurtz 
Advertising, has been formed as an exten- 
sion of Metropolitan Travel Display, Inc., 
New York City. Metropolitan, whose prin- 
cipals have functioned extensively in the 
sales promotional and merchandising aspects 
of dimensional advertising, have formed the 
new company to augment their present serv- 
ices. Vice-presidents of the new firm are 
Sidney Delphin and James Tite, also with 
Metropolitan. 

As a fundamental service premise, the 
Kurtz agency strives to integrate its cli- 
ents’ total advertising effort—space, promo- 
tion, 3-D material—all media—rather than 
emphasize space alone. 

They will handle ShipSide Car Delivery, 
Inc., a Dutch firm specializing in car pur- 
chasing abroad. 

Metropolitan’s clients include The Coca- 
Cola Company, KLM Royal Dutch Airlines, 
Western Union, I.B.M. and others. 

Mr. Kurtz has received many citations and 
international awards for his industrial ex- 
hibits and displays in travel and other fields. 


Display Consultants 
Forms In Chicago 

Functioning since mid-summer, Display 
Consultants has recently incorporated. The 
two principals are Robert G. Swan and 
Harve Ferrill. Mr. Ferrill is president. Mr. 
Swan, a former art teacher, has been active 
in display for about 15 years and is a gifted 
designer. 

Added to the staff recently as an account 
executive is Joseph J. Grenke, who has more 
than 30 years of experience in display de- 
sign and production. 

The firm claims to be proficient in creation 
and production of all of the following: sales 
training programs, sales meetings, exhibits 
and showrooms, expendable displays, store- 
wide promotions, sales manuals, presentation 
materials, store planning, permanent dis- 
plays and fashion displays. 


Schwartz Catalogue 
For Spring Offered 

Artificial flowers, foliage and novelties for 
spring are offered in a new catalogue avail- 
able from Bernard Schwartz & Co., 426 E. 
Yist street, New York City 28. 





FACE-LIFTING 
| 


FOR BRESEE'S 


—Bresee's, department store of Oneonta, N. 
Y., is in its second year with its new store 
front (below) that is quite a contrast to the 
old sotre front shown at left... The new 
front, the first of its kind in the northeastern 
United States, is entirely of aluminum with 
the exception of steel bracing for the side- 
walk canopy .. . Atop the canopy below was 
their exterior Christmas decoratiors including 


Santa, sleigh and reindeer . 


. . Mr. Andrew 


Colby is display director for the store— 
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If it’s made of 
WIRE 


get in touch with 


FASFORM™M 


Just tell us what you need, and if it 
can be formed with wire we'll give 
you a blueprint and a cost estimate. 
Write Fasform Formed Wire Products 
Division, Heller Roberts Manufactur- 
ing Corp., 6115 Carnegie Ave., Cleve- 
land 1, Ohio. 


HELLER ROBERTS 


Manufacturing Corporation 




















motion] 
TURNTABLES 

DEPENDABLE 

MOTION FOR 


YOUR PROMOTION 





owet 


iectro-M 
ene pric . izes 251b.; 75\b.; = 
. 3 Site > ore for ‘spec 
available Rng Orders 
many varia 
*% Compare price 
% Look for Underwriters label 


% Demand dependable Electro-Motion 
WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 











Opaque Projector 


imagine the convenience of this Opaque Pro- 
jector in your sign or display department! Need 
a large sketch — but fast? Just place this pro- 
jector over a photograph, magazine page, coin, 
og J or any flat opaque —— — and you 

rer a screen image, faithful in every 
detai and color 7 feet square and larger. Pro- 
jects an area 6”x6” at one time or larger area, 
a section at a time. Comes complete with Slide 
Tray which enables you to slide copy under and 
out again without moving the projector. 


$33850 


OPAQUE PROJECTOR Complete 
with Slide Tray, F.0.8. — N.Y. 


Send for our free complete cata- 
log showing large projector plus 
thousands of other art supplies. 
Write today on firm letterhead! 


Arthur Brown & Bro 


‘ ‘al 7 


inc. ~ 





TABLES 


The finest quality 
turn table on the 


market today. 

They will give you wonderful motion dis- 

plays. 10 models. Write for literature. 
Sold by leading jobbers 


ULRICH BROTHERS, INC. 
2923 Agnes Corpus Christi. Texas 





Free Samples 

& Catalog 

Grace Letter Co., Inc. 
77 Fifth Avenue, Dept. F 


New York 3, N.Y. 
Watkins 4-0850 


ALPHABETS 








Clean “ourek, &l and Display a with 


VICK, EASY, SAFE LIQ 


meee by leading Mannequin Manufacturers 
Order from your display jobber. 
Spartan Chem. are 


1529 W. 14th. St., och, Calif. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 


316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 














America’s Top Stores 
wanted the ‘“Finest”’ 
Easter Bunny Outfit 
and GERTRUDE CORNELL 


created it! 


A HIT 


Live, 
Personal Appearance 


EASTER BUNNY OUTFIT as photo- 
graphed — fine quality purple velour 
trousers, pink satin jacket and white 
brushed rayon head, complete. .$120 


Deluxe $150 


Gertrude Cornell 


Crectors and Manufacturers of Promotional Costumes 
140 W. 42 St. New York 18, N. Y. 
CHickering 4-1449 


Costume 











‘¢1. How well does supplier sales promotion 
material take over the selling job a AN- 
SWERING THE CUSTOMER’S' UN- 
SPOKEN QUESTIONS on basic i such 
as — or use... ? 

. How well does the material ENCOUR- 
AND EASE CUSTOMER SELEC- 

«<3. How well does the material make sell- 
ing points that are NOT VISIBLE TO THE 
CUSTOMER’S EYE... ? 

‘¢4. How well does the material VISUAL- 
IZE THE PRODUCT IN USE... ? 

‘<5. How well does the material increase 
sales-per-foot with MORE MERCHANDISE 
PER FOOT ...? 

‘<6. How well does the material sell COM- 
PLETE ASSORTMENT IN COMPACT 
SrA x00 8 

‘<7. How well does the PACKAGE ADD 
TO SELLING presentation in coordination 
with fixtures and sign cards. . 

‘<8. How well does the material PRO- 
MOTE HIGHER TICKET TRADE-UP 
ge eee 

‘<9. How well does the material IDENTI- 
FY WITH CU RRE NT CONSUMER AD- 
VERTISING... : 

«610. How well does the material DRA- 
MATIZE CURRENT PROMOTIONS... ? 

‘¢11. How well does the material exploit 
SEASONAL PROMOTIONS... ? 

‘¢12. How well does the material SELL 
QUALITY. 

¢¢13. How well does the material fit the 
SPECIFIC SPECIFICATIONS OF EACH 
CHAIN OVER THE FIRST TWELVE 
POINTS? 

‘<On this point, | think it’s worth noting 
that too many manufacturers still spend big 
dollars on materials that variety stores cannot 
use. They’re not designed for variety counters 
—either oversized or in wrong dimensions, 

‘<Estimates of VASPA judges are that as 
much as 90 per cent of material received in the 
stores never gets out of the stock room be- 
cause it doesn’t fit store requirements. 

¢¢No matter how good the promotional ma- 
terial is, it must fit our counters to do the 
job.” Statements by L. C. Schockley, senior 
vice-president and general merchandise man- 
ager of McCrory-McLellan Stores and chair- 
man of the judges committee of the Variety 
Annual Sales Promotion Awards. This 13- 
point checklist outlined the standards used to 
determine the 1960 winners as announced in 
the December, 1960, issue of Chain Store Age. 

‘<U. S. Census Bureau figures show that 
there are now approximately 15 million Amer- 
icans over 65 and that by 1970 there will be 
20 million in this age bracket. 

‘¢Only recently has the senior citizen be- 
come recognized as a consumer group. Special 
merchandise, promotions and advertisements 
have long been designed for groups such as 
teenagers, college students, housewives, work- 
ing girls, brides, businessmen and others. 

¢¢What is needed to sell the senior citizen? 
‘Reason why’ advertising and selling rather 
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126 Eleventh Ave. 
New York City 11 


Greatest Values in U.S.A. 


SHOW CARD PRINTERS 


$$ 14-22 





FOB New York 


JACK M. SIDER & CO. 
2037 Stanley 
Montreal, Que., Canada 














WANTED! 
“ADHESIVE PROBLEMS” 


eboratories are anxious to work 
with industrial firms on adhesive prob- 
lems, which others have failed to solve. 


ADHESIVE PRODUCTS CORP. 
1666 BOONE AVE., NEW YORK 60, N. Y. 





FAS7/...but Gentle 
MIRAKLEEWN 


The MIRACLE CLEANER with a 1,001 uses! 
For MANNEQUINS, FIXTURES, and PLASTICS 
A Littie Goes A Long Way + Just Rub On -Wipe Off 


by TROPICAL DISPLAY - 4041 NW 28 St.. Miami 42, Fila 





Unusual CUSTOM DIVIDERS 


Original designs by Anne Fegley to your style and 
specifications. Brass, Wrought Iron, Wood, Plastic, 
Glass and Combinations. 


modern creators 


DESIGNERS — MANUFACTURERS 
71 W. 23 STREET NEW YORK 10, N. Y. 








DEKOPHANE 
The Technical Cement 
| Quart . . . $6.75, Post-paid 
THE CRYSTAL ESSENCE CORPORATION 


Bound Brook, New Jersey 











BRASS & CHROMIUM RAILINGS 


~' 


S. PARKER HARDWARE MFG. CORP 


All Types of Finishing 
Dowels and Balls in Stock 
H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 
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than stunts and emotional appeals, says Lee S. 
Moore, sales manager for the J. C. Penney 
Company, which believes that old people are, 
as a rule, less likely to buy on impulse and 
emotion.”—From press release received from 
J. C. Penney Company. 

—~@-— 

‘¢Beginning in 1965, the number of mar- 
riages in this country will increase rapidly and 
will total close to 2,250,000 each year. This 
increase will account for a surging demand 
(about $15,000 worth in each marriage) for 
apartments, houses, furniture, appliances, 
clothing, jewelry, automobiles and a myriad 
of other items . . . The average bride received 
$1,003 in wedding gifts and often, in one 
manner or another, tells the gift-givers exactly 
what she wants — including the brand... 
What does the bride want most? In this 
order — bedroom furniture, linens, living 
room furniture, refrigerator, automobile, 
washing machine, dinette set, television, radio, 
rugs.’—From a survey report by Batten, 
Barton, Durstine and Osborne, leading adver- 
tising agency, as quoted in Advertiser’s Digest. 

—_~se—- 
Modern Creators 
In New Quarters 


Modern Creators, Inc., designers and man- 
ufacturers of original window and interior 
dividers, have recently opened a new office 
and showroom at 71 W. 23 street, New York 
City 10. The concern specializes in creating 
unusual dividers in brass, wrought iron, 
wood, plastic, glass and combinations. Miss 
Anne Fegley, Modern Creators’ president, 
gives each order her individual attention, 
designing exclusive styles in modern, tradi- 
tional, oriental and contemporary 


Wolfers Appointed 
Northcraft Distributor 


In line with Northcraft Lighting Corpor- | 
ation’s new policy of appointing local elec- | 
trical supply distributors in each of the | 
Wolfers, Inc., 80 | 
Pearl street, Boston, has been appointed | 
Northcraft distributor for this portion of | 
New England according to an announce- | 
ment by Eugene Dworkin of the Northcraft | 


major markets, Henry L. 


concern, located at Haverstraw, N. Y. 


Red Wing Catalogue 
Now Available 


The latest 1961 catalogue of display equip- | | 


ment, store and office supplies and other 


printed specialties is being offered free by | | 
Red Wing Products, New Hyde Park, N Y. | 


Lee Displays Located 
In New Plant, Showroom 


Lee Displays, Inc., is now located in its 
new plant and showroom at 530 West Broad- 
way, New York City. Friends and customers 
are invited to visit the improved facilities, 
Joseph Feitelberg, principal of the firm, says. 


Imitation Food 
In Larger Quarters 

Imitation Food Display Co. has moved 
from its previous Brooklyn address to 197 
Waverly Avenue, Brooklyn 5, where its 
facilities are much larger and more modern. 
Visitors are certainly welcome, reports M. 
Inman of the firm. 





Ballou’s 


Glittering products will add 
sparkle to your displays 


METAL FLAKES AND STARS 
Brilliant, scintillating, non-tarnishing 
flakes and stars in gold, silver and 
colors. 


GLASS TINSELS 


Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 
for outdoor and indoor displeys. Spe- 
cial colors made to order (including 
gold and silver). 

GOLD AND ALUMINUM 

BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 






































REPRESENTATIVES 


WANTED 
TO SELL 


Beau Monde 


Mannequins 


TERRITORIES 
OPEN 


Send your 
Qualifications to the 


Attention of 
MR. HARRY YEDOR 


Executive Vice President 


American Fixture Inc. 


2300 Locust Street 
SAINT LOUIS, MISSOURI 














E WARDROBE 
MASTER 


nat ees a 

Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles .. . 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


HERBERT CALLISTER 


411 LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 
@eeeeoeoedeo@eeeeee0 


Munhattar 


. 





aioe letter co. 
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151 WEST I8th STREET, NEW YORK I!, N. Y. 








THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, [200 and 2500 pounds. 
For outstanding features. 


INDOLA 


8820 Sunset Bivd., Les Angeles 46, Californie 








FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 
FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 











SHOULDER COVERS 
Crystal-clear — polythene. 
Price lis? and sampies eon reauest. 
4OBBERS ONLY 


CORONET MFG. CO. 


BOX 35 VARDVILLE. N. J. 








EXHIBIT BOOTHS 

. ooft Ss e Portable Canop 

° te apa Draperies ¢ Spotlights 
e Crowd Con Equipment 


FILJON, INC. 
1211 East Fayette St., Box 122, Syracuse, N. Y. 
Write for Literature 

















Former Marshall Field Exec. 
Opens Offices In Arizona 

James A. Wares, chief architect for Mar- 
shall Field and Company in Chicago for 
more than 22 years, has opened an office at 
Tucson, Ariz., for the practice of architecture 
and to provide a consultation service in 
shopping center development, store planning 
and merchandise engineering. 

With his new firm Mr. Wares will perform 
services for store owners and shopping cen- 
ter developers throughout the United States. 

The former Marshall Field executive is 
still retained by that firm as a consultant 
in the design of its Oakbrook Terrace Cen- 
ter store in the suburbs of Chicago. He 
chose Tucson for his main offices after 
visiting various cities in the Southwest. His 
offices are in the Broadmoor Center Building. 

Mr. Wares’ first assignment with Marshall 
Field was as manager of the building and 
fixture service. In that capacity he had 
responsibility for all building construction, 
fixture layout and construction in the down- 
town Chicago store, three suburban stores, 
various garages and warehouses. 

In 1952 Wares set up the company’s Archi- 
tectural Planning Division and became its 
manager. His responsibilities included coor- 
dination, creation and development of plans 
for all projects in the Chicago and suburban 
stores, including the expansion program for 
new retail stores and other properties. He 
had charge of the merchandise engineering 
staff, architectural staff, contracting for all 
equipment and fixtures, supervision of all 
construction, and coordinating work of out- 
side architectural firms in shopping center 
developments. 

Outside the Marshall Field organization 
he produced the entire store layout for the 
new Bellevue Square store of Frederick and 
Nelson in Seattle, Wash., as well as other 
major projects. 

At Marshall Field’s Wares headed a team 
of 20 in architectural planning and another 
seven in merchandise engineering, all work- 
ing full time on changes and additions to 
the facilities of the huge retail organization. 


Maharam Opens New 
Showroom In Los Angeles 

Maharam Fabric Corporation announces 
the opening of a new branch showroom at 
404 N. Robertson boulevard, Los Angeles. 
Located on decorators’ row, the showroom 
will feature a complete line of decorator 
fabrics. With the new showroom located 
in the decorators center, Maharam can now 
offer better service and greater conveni- 
ence to decorators, designers and studios. 
Maharam’s main Los Angeles headquarters 
are still at 1113 So. Los Angeles Street. 


Guth Adds Diffuser 
To Lighting Family 

The Edwin F. Guth Company announces 
an addition to their lighting family, a new 
2- by 4-foot Gratelite Louver Diffuser with 
3%-inch cubes, producing superior light dif- 
fusion for velvetized illumination in fixtures 
or overall ceilings. The cube size assures 
up to 50 per cent better hiding-power to 
conceal lamps and ceiling components. For 
complete information and colorful eight- 


page brochure, write the firm at P. O. Box 
7079, St. Louis 77. 


Keminiscing 


JANUARY, 1936 


A luncheon was held by the Chicago Dis- 
play Club to welcome three new displaymen 
to State street; the three were John T. 
Chord, The Davis Company; Samuel Him- 
melfarb, Mandel Brothers, and George 
Behnke, Maurice L. Rothschild Company. 

Emile Schmidt joined the Display Equip- 
ment Corporation, New York City, as sales 
representative. He had been display man- 
ager for Gimbel Brothers, Philadelphia. 

The following were elected officers by the 
Minneapolis Display Guild: president, E. 
W. Samsel, Young-Quinlan Company; vice- 
president, Val W. Thomas, John T. Thomas 
Company; treasurer, Vic Lutter, Young- 
Quinlan Company, and secretary, E. A. 
Jones, Auditorium Display Company. 

Top prizes for displays installed during 
the National Shoe Association convention 
in Chicago went to B. J. Alexander, Fowler, 
Dick & Walker, Binghamton, N. Y., and T. 
Willard Jones, The Phelps Shoe Company, 
Shreveport, La. 

W. Byre, display manager for Gimbel’s, 
Milwaukee, for nearly 30 years, died after an 
operation. The position was filled by A. 
Engelman, first assistant for the past 15 
years. 

Tom Lee, formerly of the display staff of 
R. H. Macy & Co., New York City, joined 
Sydney Snow, Ltd., Melbourne, Australia, 
in a similar capacity. 

Art Miller resigned as display manager 
for Florsheim’s, Chicago, to join Adver- 
tisers Display Studios, of the same city. 

Fritz Hartnagel resigned as first assistant 
at B. Altman’s, New York City, to become 
head of the display department at Oppen- 
heim Collins, Philadelphia. 


JANUARY, 1951 

Paul Edmunds Jones left Kay Displays, 
Chicago, to become display manager of Bon- 
wit Teller, same city, replacing Vaughn 
Fletcher, who joined Rich’s, Atlanta, as 
window display manager. 

Alvin Mendle completed his tenth year as 
head of America Fixture & Mfg. Company, 
St. Louis. 

Russell Shaw was appointed display man- 
ager of Dickson & Ives, Orlando, Fla., suc- 
ceeding Rene Marienthal, who resigned. 

Henry Sikes was promoted from first 
assistant to display manager for Cohen 
Brothers, Jacksonville, Fla., following the 
promotion of Ray Williams from that posi- 
tion to sales promotion manager. 

The Visual Merchandising Group of the 
National Retail Dry Goods Association met 
at New York City and heard of plans to 
publish a manual containing articles by 
leading display experts in the spring. 


Frank Vest Joins 
Belk-Lindsey 

Following his resignation as display man- 
ager of the S. H. Heironimus Co., Roanoke, 
Va., Frank Vest announced his acceptance 
of the same position with Belk-Lindsey, Inc., 
shopping centers in Cocoa and Melbourne, 
Fla. He had been with Heironimus for 12 
years, the last six as display manager. 
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New, Enlarged 
DISPLAY WORLD 
Binder 


e EASILY HOLDS 12 
COPIES 
e KEEPS COPIES CLEAN 


e HANDY FOR 
REFERENCE 


$3.00 EACH—POSTPAID 


Exchange regulations permit 
the acceptance of orders for 
the United States only. 


DISPLAY WORLD 


Cincinnati 1, Ohio 


FOR SALE — ALMOST NEW 


12 “ROCKEFELLER CENTER” 


TYPE CONE SHAPED 


CHRISTMAS TREES 


Used only 6 weeks, made by Favrex of very heavy plastic with 


ornaments embedded in the plastic. 


Complete with 4 legged steel 


base. These trees stand 11 feet high including star on top 
Extremely durable, made to last for years. For indoor or outdoor 
use. Asking price $300.00 each including electrical fixture for 


added 1000 watts of illumination 


group or piecemeal. 


in base. Will be sold as a 


Picture on request. 


COLOR BRITE DISPLAY, INC. 


29 East Court Street 


Cincinnati, Ohio 














FOR SALE 


Animated Christmas window 
display. Santa Toyland Ex- 
press. For details and photo- 


graphs, write: 


GENE THERKLESON 
Davidsons 


7th and Walnut 
Des Moines, lowa 


STUDY 
WINDOW DISPLAY 
AT HOME 


Earn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 

The KOESTER SCHOOL 

Koester Bldg. 
Dept. DW 
3710-12 No. Cicero Avenue 
Chicago 41, Illinois 


DISTRIBUTORS 
WANTED 


For PORTA-FLOOR—Amer- 
ica’s most unique vinyl tile 
trade show exhibit and display 
flooring. An ingenious Key- 
Lock holds tiles firmly to- 
gether without tapeing, cutting 
or gluing. Has instant buyer 
appeal. Write: 


PORTA-FLOOR, INC. 


4820 Delmar, St. Louis 8, Mo. 


DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registration being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN AMERICA ART 
SCHOOL 


316 West 57th Street 
New York City 19 


PL 7-0064 

















FOR SALE 


A Traditional Story 
“LET’S KEEP CHRISTMAS” 
in 8 Animated Units 
all in good mechanical condition. 
Details and photos on request. 
Address BOX 2DE 
Care of DISPLAY WORLD 


WANTED TO BUY 
All Kinds of Used Display Animals 
Farm Calves, Sheep, Rabbits, 
Ponies, Squirrels, Owls, Birds, etc. 
DANBURY FAIR 
130 White Street 
Danbury, Conn. 


PLANT MANAGER 
WANTED 


Rubber composition casting plant 
well established, New York City, 
serving display trades and having 
own items, seeks man to take full 
charge of shop from mold making 
through finishing. Must be capable, 
responsible, conscientious, progres- 
sive hard worker. A permanent 
home with future for the right man 
who wants more than a job. Write 
immediately, in absolute confidence. 


Address BOX 2B 
Care of DISPLAY WORLD 








WANT TO BUY 
Animated Christmas window 
for 1961. Write 

GENE THERKLESON 
Davidsons 
7th and Walnut 
Des Moines, Iowa 








Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 








Sacrifice Offer of Foliage-Making 
Equipment. Rare opportunity to 
buy thousands of dollars of artifi- 
cial foliage manufacturing equip- 
ment at fraction of original cost. 
Includes dies, veiners, stem-wind- 
ers, etc. for producing cloth, paper 
foliage for display purposes. Write 


BOX 2AB, care DISPLAY WORLD. 








DISPLAY MAN 
20 years experience. Desires. to 
relocate. Men’s store preferred. 
Trim and sell. Will consider small 
department store. 

Address BOX 2CD 
Care of DISPLAY WORLD 
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USE THE OPPORTUNITY EXCHANGE 


e POSITIONS WANTED e POSITIONS VACANT 
e LINES WANTED e JOBBERS WANTED, Etc. 


$5.00 Per Column Inch — Remittance With Order 
MARCH ISSUE FORMS CLOSE FEBRUARY 5 
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ADVERTISING 
INDEX 
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This advertisers’ index is provided 
as an additional service. The pub- 
lisher does not assume any liabil- 
ity for errors or omissions. 


Acme Bulletin Co. 
Acorn Advertisers, Inc. 
Adhesive Products Corp. 
Ajax Box Div. of St. Regis 
Paper Company 
American Crayon Company 
American Fixture Inc. 
American Stage Equipment 
& Iron Works 
Arnold Wood Turning Co., H 
Arrow Fastener Co., Inc 
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Bulkley Dunton & Co., Inc. 
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Carpenter & Co., Inc., L. E 
Cornell, Gertrude 
Coronet Mtg. Co 
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Weiser Display Studio, E. L 
W. H. Display Co. 
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UMP’S, San Francisco, is rapidly earn- 

ing the title of the Tiffany’s of the 

West Coast, largely on the basis of the 
highly imaginative displays created for the 
store by Al Proom. Dramatic lighting effects 
and creative use of light and shadow are 
among the obvious outstanding characteristics 
of his displays in the large windows (in com- 
parison to Tiffany's 
stores ). 


or most quality jewelry 


In the display shown, a pin spot focuses 
attention on the sign printed on a cutout fish 
and suspended above the octopus serving tea 
It says: “Hung Up on Tea?’” and adds the de- 


scription and price of the tea set on the 
tentacles of the octopus. 

Mr. Proom earns the Display of the Month 
Gold Medal for this display received during 
December and entered in the 1960 contest. 
Another of his displays went on to win the 
Gold Medal in the China, Glassware, Silver- 
ware category of the 1960 contest, as an- 
nounced in this issue. 

The 1961 contest will contain the same cate- 
gories and rules as the 1960 contest which at- 
tracted more than 4,000 entries from practi- 
cally every country in the world. The com- 
plete rules and categories are on page 4. 





— Miss Veda Humphrey — 


Veda Humphrey Joins 
Nu Era Displays 

Nu Era Displays, Inc., St. Louis, an- 
nounces the appointment of Miss Veda Hum- 
phrey to its sales staff as mannequin spe- 
cialist. She will be located in St. Louis and 
will service the metropolitan St. Louis and 
mid states areas 


Miss Humphrey, formerly fashion coor- 
dinator for the Beau Monde mannequin divi- 
sion of American Fixture Inc., scarcely needs 
an introduction to anyone in display. Her 
talented work with mannequins has already 
gained her a national reputation for excel- 
lence in this field. 

She is secretary of the St. Louis Display 
Guild, an active member of the Women’s 
Advertising Club of St. Louis and an en- 
thusiastic performer in its annual gridiron 
shows, and member and ardent supporter of 
the Missouri Historical Society of St. Louis. 
Miss Humphrey is also a member of the St. 
Louis division of the New York Fashion 
Group. 


Drucker Joins 
Cole as Sales Manager 

Joseph Drucker has joined James A. Cole 
Co., New York City, as sales manager tor 
the midwestern and western states, the firm 
announced. 
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THE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 


Display Room: Chicago Merchandise Mart, Suite 928-C 





seulpt Of? 
Breaks the PRICE Barrier! 


with the NEW White-White Sculpt-O-fab and 
Light Grey Sculpt-O-fab 


THIN WEIGHT SCULPT-O-FAB MEDIUM WEIGHT oo O-FAB 


* 
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Formerly 


$2251. $1.70 Yd. $2.95 $1.95 Yd. 


Your Choice of White-White or Light Grey Sculpt-0-fab— 
approximately 46° to 49° Wide 


NO MESSY HANDS with White-White Sculpt-O-fab — because 
it doesn't soil. 


NEEDS NO PRIME COATS — because it dries white. 
FASTER DRYING — BETTER BLENDING — EASIER WORKING 
— MORE ECONOMICAL. 


SCULPT-O-FAB is sold only as a first quality fabric. We do not sell seconds, 
substandards or inferior merchandise. 


DIP iT! SHAPE IT! CAST IT! DRAPE IT! 


The Improved Versatile i 
# For Every Display 
nat or Marine Use 


«pat. off and Extra Mild, Fast-Drying 
BW 4 Star *x*#¥**%* Activator 


Sold with a Money Back Guarantee...If you 
don't agree it's the best... Return it Collect. 


‘“SCULPT-O-FAB" and B W 4 Star is easier to handle... has its own built in adhesive .. . seams 
and blends better, because it has more stretch... dries in 30 minutes to a shell like hardness... 
Lightweight ... waterproof ... weatherproof... unbreakable. 


Versatile * ‘SCULPT-O-FAB" is also used in the marine field; for decking boats and waterproof- 
ing hulls, from prams to ocean liners . . . Sold to the display field or marine field at no change in price. 


Only "SCULPT-O-FAB" can advertise these claims 
ORIGINAL DISTRIBUTORS OF COLLOID TREATED FABRICS FOR DISPLAY USE 


156 7th AVENUE, 


en i a RN Reena ches . 
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